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CLINIC 


SHOE 


IN THE LEATHER that’s better looking . . . soft and pliable . . . easy to clean. 


A P J qe) WASHABLE WHITE 


*Clinic Shoes, Sizes 3% to 12, 
Widths AAAA to E, 
$8.95 to $12.95 


) COLONIAL TANNING COMPANY, INC. (( Boston 11, Massachusetts 





FOR CHILDREN OF ALL AGES 


In Stock — 286 — 

White Plain Toe Blucher 

2 to 6— 8B, C, D, E, and EE 

6'2 to 8 — A,B, C, D, E, and EE 


Swing to “KALI-STEN-IKS” for repeat sales 
— which mean PROFITS for you! 


“KALI-STEN-IKS” offers a complete line of 


In Stock — 6032 — 
Patent Leather One Strap 
2to6—8,C,D,E 

62 to8 — B,C, D,E 
82 to 12 — A,B, C,D,E 
12% to3—A,B,C,D,E 


children’s shoes — from Tots to Teen-Agers. 


They’re nationally advertised, too! 


THE GILBERT SHOE CO., THIENSVILLE, WISCO 
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DETROIT 26 MICH! 


august ll, 1960 


Mre Ollie Je Sullivan 

vice presiden eral Manager 
American Girl Sho 

288 A street 

Boston 10, Masse 


Dear Ollie, 


This is ® letter which I thoroughly enjoy writing» and which 1 ynow you 
will be pleased to receives 
put in the complete line of the American sirl shoe in 
and, honestly» this was the spark which {ignited our 
put “new life” into ite 


The results which we are getting because of this wonderful line are far 
peyond our expectations. 


les increas® was 30 rapid that we had to revise our pro=- 
les plan upward several times. Tnis anerease We attribute to 
ion of this outstanding line of American sirl shoese 


+ would like to give you © s means in percentage increase 
ear: in the $s ur Downtown store operation the Shoe 
hows a fift t (54%) increase over the same period 
adding our r Branch store figures to this, through 
the same P we have h ed a ninety-seven percent (97%) tncreas®e 
over-all- 1 e looking dé to the Fall season with a great deal 
of optimisme 


All of this could not have been accomp shed without the splendid coopera- 
tion of our entire organizations and t! close association between our 

: y 
Murrey Weingarten and our Buyer» Milan onebreaker « 
4 


In my opinions the in-stock operation of your organ zation is greatly re@ 


sponsible for the success of this Department. 

Because of this excellen in our Downtown and Grand River 
Stores, We are opent Girl Shoe Departmen’ 4n our large 
westborn Branch Store 960; and we are looking forward to 
this new venture with @ great enthusiasm. 


we, at crowley from the president down, ry our associa@ 
tion with the American girl Snoe Company We ¢ apprec~ 
jative and very grateful for the fine efforts ©*P 


t you to now that the new shoe § 
that carries the American line has p+ 
thank you for your sugee ns and recommendat 
for 
My very pest regards; and I am looking forward to ® real “pang=<up™ Fall 
season in all three of our Shoe Departments. 
Very sincerely» 


CROWLEY,» MILN 


pitch i. ee 


Mitchell Spivak 
Basement Merchandise Manage 


RED L 
ACQUER ROOM «+ PALMER HOUS 
E 
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This year we have a 
NEW location at 
The Palmer House... 
THE PALMER HOUSE Rooms 635 and 638 


at The Shoe Fair, 
| and Chicago, 
October 23, 24, 25 


Lod a iiey Velie) 


TIAN 


ey FREEMAN 


Mister Retailer: 
Here is the key 
to the most exciting, most profitable 
and best promoted 
men’s line at the shoe fair! 


Completely new . . . from lasts to leathers! Featuring such Freeman exclusives as the Tack Stitch . . . Mark 
240... High-Risers ... dress-up casuals and many others! Lightweight, flexible, dynamically styled for 
today’s living! Freeman Shoe Corp., Béloit, Wis. America's Largest Exclusive Makers of Men's Fine Shoes. 


© 1960 Freeman Shoe Corp 
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Eight leading designers create prophetic spring and summer 
styles for Recorder readers. 


Style Forecasts for Men's Shoes for 1961... .81-86 


A presentation of things to come for spring and summer. 


Children's Shoes for Spring and Summer... . .87-90 


Highlights of next year’s styles for girls and boys. 


NSF Stands for New Selling Futures.......... 92 


The uncertainties of the coming year and the many changes 
that are taking place in shoe retailing are two impelling rea- 
sons for attending the National Shoe Fair. 


TEMP — Phase 3 of the Recorder's Study of 

Turnover, Expenses, Markup and Profit. . .94-101 
This is the third year for this increasingly important survey, 
based on data secured from a representative cross-section of 
independent and chain store subscribers. 
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The Pattern of Change in Shoe Retailing.... 109 


An analysis of the U. S. Census figures for 1954 and 1958. 


Departments... 


About Shoe People Retail Merchandising 
Baker Reporting from Washington Retail Openings 

Dates to Remember 6 Retail Trade Report 
Deaths Salesmen and Suppliers 
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From every angle 


America’s leading shoes 


are softer, lighter, 
more flexible, because 
> ] 
there’s 


PELLON 


inside 











PELLON CORPORATION g. Ne ' IRVING }. FIFE & CO., 
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So flexible it can actually be bent with your finger- 
tip. Sensational satin finish—looks and is soft and 
meliow. Remarkably lightweight . . . long-wear- 
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MR. NEOLITE SAYS: 


LOTS OF GOOD THINGS COME 


... to help you add style, comfort, long wear 


CHEMIGUM 
OIL PROOF 


3 ay SOLE 
PILLO-FLEX SOLE | ee, 


The NEOLITE Flex Sole with an insert of : meat ob -voststont safety 
Elasto-Crepe rubber—a combination that sole. Now with safer- 
provides magic walking comfort plus unique 
styling. 


than-ever new tread. 


THERE’S A GOODYEAR PRODUCT FOR EVERY TYPE OF SHOE... IN 
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JETLITE HEEL for “Flats” 


Long-wearing . . . lightweight . . . smartly 
styled. The pre-finished heel that needs no 
trimming—cuts manufacturing operations 
and production costs. 


WINGLITE SOLING for “Flats” 
and Casuals. Finest soling of its kind. Lightweight . . . re- 


markably stable and consistent . . . moisture-proof . . . long 
wearing. Can be used on many different styles of “flats” 
and casuals. 


‘ROM GOO 


to your brands! 


...and 


“Customized” NEOLITE Flex. 

Standard NEOLITE Flex. 

Crown NEOLITE. 

New Infa-Flex—for infant and 
baby shoes. 

New Design Crepe. 

Jetlite Bases. 

Toplifts for women’s shoes. 

Goodyear Heels for men’s, women’s 
and children’s shoes. 

... plus many others. 


EVERY 


October 15, 1960 


BE SURE TO VISIT THE 


GOODYEAR EXHIBIT 


ROOMS 1305 and 1306 


at the NATIONAL SHOE FAIR 
CONRAD HILTON HOTEL, Chicago 
October 23, 24, 25 and 26. 








to 





a& woman's” 
fancy | 


Devonaire Calf by Lawrence is sure to win 
her approval. This new soft, polished leathe , 
is ideal for unlined shoes. Just add your im- 


agination and you'll realize added sales. 


Send for swatches -—there’s a ready market for new 
Devonaire Calf by Lawrence. Devonaire Calf is available 


in 10 style-conscious colors another reason designers 





and manufacturers look to Lawrence for the finest in 


leathers 


In Calfskin, Side Leather, Sole Leather, Sheepskin or 
Shearling, look to Lawrence — you'll find better leathers, 
expert and prompt service, and, most important, you'll 
get them both with that gift from the gifted imagina- 
tion. Write to A. C. Lawrence Leather Co. (A Division 


of Swift & Company, Inc.), Peabody, Massachusetts. 


rOnCe_ 
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Young America 's bed 


Finest Fitting Shoes - 
| “© Wany 


J Bonnie Bristol / 


el 


Bristol ° | 


Bandwagon... 


We invite you to join us in the 
ever growing Vaisey-Bristol 
profit operation. Start in by 
joining us at the Chicago Show, 
October 23 to 26. The latch 
string will be out at 679, 680, 
681, Palmer House. 





Exchange views with our retail 
friends... 

Mrs. Margaret Adams, Asheville 
Mrs. Dorothy Johnson, San Francisco 
C. J. Mittlebach, Kansas City 

Ben Rosman, New York 


Vaisey-Bristol Shoe Company + Monett, Missouri 
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The Purpose 
of Business... 


| cue enzo 


carbene bon Shenae O80 8 epeenene* 








Se 











YOUNG AMERICA’S 
FINEST FITTING SHOES 











Every company needs a basic policy that under- 
scores its purposes, aspirations, obligations and re- 
sponsibilities. 


In the very first issue of Boot ano Sror Recorper, in Chicago 
published in 1882, our credo was set forth as: 
October 23-26 


First—to give a journal devoted to the trade. 
Second to make it a paper for the retailer, as well as 
the manufacturer and jobber; 











Third to give in a limited space all the news pertaining 
to the trade, and in such style and type as to make it 
an enjoyable journal; 

Fourth—to bring together the manufacturer, jobber and 
retailer, so that their productions can be read and under- 
stood by all. 


There are probably as many ways to state this im- 
portant basie concept as there are companies. We 
came across Johnson & Johnson's, which is possibly 
a most typical and worthy one: 


“We believe our first responsibility is to our customers. 
Our products must always be good. and we must strive 
to make them better at lower costs. Our orders must 
be filled promptly and accurately. Our dealers must make 
a fair profit. 





“Our second responsibility is to those who work with us 
the men and women in our factories and offices. They 
must have a sense of security in their jobs. Wages must 
be fair and adequate, management just. There must be 
an opportunity for advancement, for those qualified. Better 
“Our third responsibility is to our management. Our 

executives must be persons of talent, education, experi- 


ence and ability. They must be persons of common sense ~ fit 
and full understanding. pro i 
“Our fourth responsibility is to the communities in which 


we live. 2 for 


“Our fifth responsibility is to our stockholders. Business 
must make a profit. Reserves must be created. Research 


must be carried on... . We must experiment with new 6% rin 
ideas. When these things have been done. the stock- p & 


holders should receive a fair return.” 
61 eee 


é . Is . \erdrne ” Vaisey Bristol Shoe Co. 


) ce 
Publisher MONETT, MO. 
Boor ano Suoe Recorver 
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PALMER HOUSE. | 
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CONRAD HILTON Rooms 10044. 10 


Ne wial, Poise thtite Ub 


TEMPOS. 


Boot and Shoe Recorder 





LIA 
puts 
plus 
business 
in your 
Christmas 


Christmas after Christmas-with increasing success—LIA has used advertising, 
publicity, point-of-sale promotions to pre-sell your customers on one idea: 
LEATHER SHOFS ARE THE PERFECT CHRISTMAS GIFT FOR EVERY MAN! 
‘Thousands of men’s shoe retailers have told us—through market surveys- 
that these great LIA promotions have increased their Christmas gift sales 
an average of 26%. This Christmas, again, LIA will pre-sell millions of con- 
sumers with a full-page, full-color ad in December HOLIDAY magazine - 
backed up by nationwide television and powerful newspaper publicity. 


Tie in now with this industry-wide, nation-wide promotion for plus gift : 

business. Write LIA now for FREE merchandising and display aids. Appearing in December Holiday 
fone a < Pe. nA 4 : ; = 7 , a Seiad and December 3 Maclean’s 

LEATHER INDUSTRIES OF AMERICA, 411 Fifth Avenue, New York 16, N.Y. —as full-color pages 





+ + 
martinique vie 
Custom MADE PILAR 

CONDADO, 
a custom-made 
pump on the 
Comet last. 
Vamp pin-perfed, 
with a silver 
underlay; low-cut 
throat, slender 


heel. In 


hubschman’s 
calf 


#507 Flight Blue 


... Orin any 
Hubschman 
fashion colour 
... the maker, 
Martinique 
Shoes, 
Philadelphia 31 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. + FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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IRED UTE 


THE PRODUCT 


exciting new styles .. . fine fabrics, new taper toes, smart detailing 
for sell-on-sight appeal. Machine washable, too. 


THE ADVERTISING 


Life, Saturday Evening Post, True, Seventeen, Esquire, Holiday. 
Coast-to-coast TV. 


THE MARKET 


unlimited and growing .. . with the strongest brand name in the 
popular price field. 





RIGHT. 


GET YOUR ’61 CATALOG 
from your distributor 


ayer SEE THE NEW TRED-LITE LINE 
HOTEL of fabric casuals for men, women 


es 


MORRISON . 
and children 


For the name of your nearest distributor write: 
CAMBRIDGE RUBBER COMPANY, CAMBRIDGE 39, MASSACHUSETTS 


aide 
a ® 
* 
re ] e ~ THE LEADING BRAND ADVERTISER IN ITS PRICE FIELD 
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—=RFyRSsS 
SOFTER - LIGHTER WW - MORE FLEXIBLE 


COMPLETELY DIFFERENT 
FROM 
REGULAR WEIGHT SHOES! 


See them and pick up your FREE copy of “Adventures 
in Good Eating” at the WALK-OVER headquarters at 
the National Shoe Fair, Room 784 Palmer House. Oct. 
23-27. Get more out of your visit by knowing the finest 
places to eat... and by getting to know WALK-OVER 
better. 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 








|e Dates to Remember 
MAJOR MARKETS ... 


National Shoe Fair, Not 
Ass 2nd) =6Noft } hoe etailers 
Ass , H eM 46H 
ton and ogress Hotels, Ch 9 Oct. 23 
Popular Price Shoe Show of America. New 
rag ; e and Leother A ind No 


w 8 


Allied Shoe Products Show, f 
New Y k T w Bid 
Shoe Fabric Show 
le ¢ , a 


Leather Show 
a 


. . » AND KEEP IN MIND 


Designers Shoe Guild 3 Openings, mem 
bers - New ‘ Week of Oct. 17 
Tanners’ Council of America, A | Meet- 
ng, Edgewoter B¢ h Hot Oct. 19-21 
Independent Shoemen, Ar Mee }, Shera 
n-Blactstone te , ; Oct. 2 
Southeastern Shoe Travelers, Inc 3 Shoe 
w by Pe tree sachtree, 
ile F ‘ Ple + Hotels At. 
ar det. 23-26 
Pacific Northwest Shoe Travelers, inc. Spring 
e New Wa agton S tow , and 
y eattie t. 29-Nov. | 
Northwest Shoe Travelers, inc., Spring Shoe 
r 5 te § Pg Mise 
Pal N ”v ! 
Michigan Shoe Travelers Ciub » Shoe 
w, St Hilton Hotel, Detrort Oct. 30-Nov. | 
Boot ond Shoe Travelers’ Assn. of New York, 
Inc., Anr hoe Show rarde ty Hotel 
, © ’ Nov 4 
lowa Shoe Travelers’ Assn. inc 3 Soring 
—_— ” Fort De Moines - Des 
M al ~ 
Indiana Shoe Trovelers’ Assn... nc 
? Foir, Hotel Clay 
MASTA Spring Shoe Show, Middle 
e Travelers’ Assr Beniamin 
Southwestern Shoe Travelers Assn., Inc., Spr 
e Ff Adolt Roker 
sler-Hilt Hote f 8 
West Coast Shoe Trovelers’ Associates 
Shoe Show. Alerond Biltmore a 
ton Wect Mote Los Angeles 
Pennsylvania Shoe Travelers’ Assn., Inc 
Sherator ’ yt Nov. 12-16 
Mid-Continent Shoe Travelers Assn 
Mountain States Shoe Travelers Assn., Sorin 
e w. A Hote Denver 
Ohio Shoe Travelers Club, Soring Shoe 
Hilton Hot ‘ » Mey 
Boston Shoe Travelers’ Assn., Soring Shoe 
se, Boston Nov. 13-16 


Heart of America Shoe Show, Centra! Stotes 
Sh T teols Ph o% und Muehle- 


v City, W Nov. 19-22 


Midwest Shoe Travelers’ Assn, ° nq Shoe 
” e, Ch Te] Nov. 20-23 
Michigan Shoe Travelers Club, Spring Shoe 
tlind yrand Rapids, Mich. 
Nov. 27.279 
Philadelphia Spring and Summer Shoe Show, 
Adelphia Hotel, Philadelphia Jan. 8-11 


w ote 


Empire State Footwear Assn., Inc., Shoe Show 
and Convention, Onondaga Hotel, Syracuse 


A ‘ se Jan. 15-17 
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Another GOOD Reason Why 


| IS THE LINE FOR YOU! 


a, COMFORT CAN BE PROFITABLE . . . 
4-10, AAA-EEE when disguised in such smart styl- 
ing! There’s a difference in Cushion- 
ized Bellaires . . . a difference you 
just don’t find in many brand name 


lines. An emphasis on comfort, for 


IN-STOCK the mature woman. Real fashion ap- 


Retail $10.95-$12.95 peal in eh Fn wh 
Write for catalog construction, like the fabulous Air 


Pillow. Customer loyalty. And de- 
pendable In-Stock service! 





FABULOUS 


DEER-EASE 


Genuine Deerskin 





The Success Story of the Year — and still growing! 
DEER-EASE is a luxury casual at a popular price... 
crafted with a cloud-soft deep full length Air Pillow 
Cushion .. . light and soft as a glove, mere ounces in 
weight .. . now in 3 colors: Golden Fawn, Snow White, 
Jet Black. IN-STOCK, of course! 


CUSHIONIZED BELLAIRE SHOE CoO., Portland, Maine 








AVON SOLE COMPANY, Avon, Massachusetts 





CRAFTSMANSHIP 


in STYLE 
VALUE 
and 
QUALITY 


A Cordial Invitation to visit 
Rooms 707-708 

Palmer House, Chicago 
during the National Shoe Fair 
Oct. 23 thru 26 


JOHN E. LUCEY CoO., INC., Bridgewater, Mass. 
NEW YORK SALES OFFICE - ROOM 554» MARBRIDGE BUILDING 





\\ 
Look who's 


// 


in America! 


BABY...KING OF AMERICAN ROYALTY 


What a business ] started when I was 
born! Uncle Sam gave Dad a $600 
tax exemption. Aunts, uncles, relatives 
and friends started buying me gifts 
galore. Doctors and druggists, nurses, 
milkmen, hospitals, all got a share. 

I boosted business in Baby food, bassinets, 
bottles, bonnets and blankets; powders 
and pillows, crackers and cradles, 

sox, scales, soap, sterilizers; diapers, 
rattles, baby oil and orange juice. 

Dad bought cigars and insurance; 
Mom an alarm clock and an exten- 
sion telephone . . . I'm moving up 

to shoes, strollers, play pens and 
picture books. You name it—I'’m going 
to need it! Already I’ve run up $2,000 
in expenditures. Multiply that by four 
million new babies a year, and it 
adds up to a whopping Eight Billion 
Dollar all new market! Every year! 


No wonder they think I'm the King! 


NT s, 


ROOM 847 —sis*@ 
PALMER HOUSE LS. 


America’s first baby shoe 


8050 


BROCKTON, MASS 
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ae Vol OvGH7 10 BE 
aa mes  // OUR SHOES 


Style 155 
Apex Last 


Style 138 R 
Dayton Last 


THE FINEST SHOES THAT CAN BE MADE 


Nationally Advertised 
STACY-SQUIRE in SPORTS ILLUSTRATED 
Style 339 ! GENTLEMEN’S QUARTERLY 
Belaire Last 7 WALL STREET JOURNAL 
ESQUIRE 
EBONY 


¥, ” 
Nid, 
> 
hae AN tha... uaF, a 


WO Pew, at 4 
an OO Rat er ae mem ee - 


“ 


¥ 





=. JA Advertised in 
Featured in J SPORTS ILLUSTRATED 
WALL STREET JOURNAL A , Style 139, 140 
and ESQUIRE 
Style 142, 143 


Triton Last 


—_. 


IN-STOCK STYLES 


ROOMS 825°826 
The Palmer House 


STACY-ADAMS COMPANY 
Brockton 62, Massachusetts 





3 big reasons why year after year 


KIWIS THE WORLD’S LARGES 
SELLING SHOE POLISH! 


9 1. OVER 50 YEARS CF SHOE POLISH EXPERIENCE 


Today’s incomparable Kiwi formula is the result of 50 years 
of constant research and development in the 13 Kiwi world 
laboratories. No wonder today’s Kiwi is the finest ever! 


2. HIGH KIWI QUALITY 


Kiwi'’s exclusive formula gives a brighter, deeper shine 
that lasts twice as long! That's why U.S. Marines ~— who 
MUST keep their shoes mirror bright— PREFER Kiwi 


38 to 1! 


3. EVER-EXPANDING ADVERTISING! 


Kiwi'’s always-big ad program is even big- 
ger this vear—thanks to Kiwi's biggest tv 
schedule ever! The Jack Paar Show, — 
the Dave Garroway “Today” Show — coast 
tocoastonthe NBC-TV network! 
tends,» 


Plus big advertising in LIFE ‘p,  Seming 
and SATURDAY EVENING Or Ie’ 
POST! Plus heavy local radio , 


' 
schedules, too 


These are the reasons why you can continue to depend on KIWI'S 
high profit margin year in and year out. So stock and sell Kiwi 
the world’s number 1 seller! 


Christmas Profit Reminder: the complete line of Kiwi 
shine kits — featuring the handsome wooden Shoe Groomer — make 
Kiwi especially profitable in the Christmas selling season. So for big, 
extra profits this Christmas, stock and sell Kiwi Shine Kits. 


r RE a | For your customers from Kiwi — 
. “Good Grooming Tips” booklet. 


Ask your Kiwi representative or write direct for supply of this sales- 
building 28-page booklet. It’s crammed with helpful shoe grooming hints, 
useful facts on shoe care, plus a fascinating history of the development 
of shoe polish. 


THE KIWI POLISH CO., POTTSTOWN, PA. 





fashion 
welcomes summer 


with STYLE RELATED 
SHOES BY STETSON 


Stetson styling has one mission in life 
to sell more shoes through its timeliness, 
and its close association with 


men’s wear fashions in all seasons. 


The strong showing of summer styles 
and casuals at the Stetson rooms is keynoted by 
phristic ated Stetson Black & Whites ...a new 
conception of the two tone summer shoe that is 
on its way to becoming a must in the wardrobe of 
the increasingly dress conscious male. 
On Stetson’s ITALIANO last 
it takes on a new fashion flair — 
very, very smart companion to 


the continental cut of today’s clothing. 


There's always 
VORE SELL IN A STETSON 

Come in and see for yourself. 
Room 731 and 732, The Palmer House 


National Shoe Fair 


eh 
- STETSON, a) 


as) aus i 


1 8 OY: 


THE STETSON SHOE COMPANY, INC. 
SOUTH WEYMOUTH 90, MASS 





RIGHT IN TUNE WITH 


BILTRITE GUM-TRED 

Ribbed, in fashionable colors, including smart translucents. 
Continental styling with lightness, flexibility and long wear. 
Also crinkled design. In assembled soles and uniform sheets. 


BILTRITE SPIRAL 

Attractive new design reflects highlights in unusual fashion. 
Adds styling interest ir? a range of popular opaque and 
translucent colors. Economical cutting from uniform sheets. 
Also available in assembled soles. 


AMBIRCO FLUTED 

Delicate two-directional Continental fluting that's flexible and 
long-wearing. Beauty and safety for double sales appeal. 
Efficient cutting strips. Newest colors, variety of thicknesses. 


BILTRITE TRU-GLIDE 

Comfort, wear, and smartness. Unique V-treads for gliding 
comfort, extra traction, and healthful support. In a variety of 
colors for men's, women's and children's shoes, with or without 
molded wedge. 





TODAY’S FASHIONS! 





BILTRITE 


DESIGNED 
SOLINGS 











In key with any fashion, Biltrite Designed 


Solings strike the right styling note. 
\ 


Styled right, color-right, if it's Biltrite, it's 
designed to serve you best. Long wear plus 


comfort help you score a sales hit! 


FASHION by BILTRITE — that's your key to 


increased sales with designed soling. 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


ae BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 


CHELSEA 50, MASS. 
ses: 4464 Disfrict Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
in Canada. American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que 
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Sofety Box Toe Company, Boston 
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Foctory 


ELASTOE is a new soft box toe 
primarily designed for double and triple 
needle point shoes. It is easy to last, 
wipes in without fight at the bedlasting 
machine... and your lasts can be pulled 
quickly. Elastoe faithfully reproduces 
and retains the crown of the last and 
yet has the resiliency that is so impor- 
tant to every good shoemaker. The qual- 
ities of Elastoe are truly hard to believe 
until you see it in operation in your own 


factory. 


Beckwith are the manufacturers of the 
famous quality line of thermoplastic, 
solve nt-ae tivate d and Sortie f {pre hoxr 


toes. 


Watertown, 


Massachusetts 


kee + Beckwith Box Toe, Limited, Sherbrooke. P.O 


AGEN Wright-Guhmon Co. St Lov 


ples, inc, Milwo 


ltd, Melbourne, Austrolia 
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Wholesale Shoe Prices Unchanged for ae 


Manufacturers say their spring 


prices will be on a par with fall. 


But they predict spring sales in- 
creases ranging from 3 per cent 
to more than 10 per cent. 
RETAILERS getting a line on 
their spring 1961 inventories will 
find that prices are pretty much the 
same as they were for fall-winter 
shoes. 

In general, 
aren't planning any 
prices between the seasons, but they 


shoe manufacturers 


changes in 


are hoping for a pickup in sales over 
1960. 
jen H 


Genesco, 


Willingham, president of 
Inc., Nashville, Tenn., ex- 
pressed the opinion of many manu- 
facturers when he “Apparently 
wholesale orders in the industry in 
total have been down somewhat dur- 
ing the fall 1960 season, and in view 
of this we believe that retail inven- 
tories are in such shape that we ex- 


said, 


pect substantial volume increases in 
the spring and summer for the in- 
dustry.” 


Stocks Need 
Milwaukee 
thing a little 


Replenishing A 
said the 
more st rongly. 


area producer 
same 
He claimed retailers have been buy- 
ing and selling very cautiously in 
the past year and soon must really 
begin to replenish their stocks and 
step up their selling pace 

Manufacturers’ predictions of 
spring from 
about 3 per fall-winter 
1960 to 10 or The 
number of manufac- 
looked for 
creases of between 5 and 7 per cent. 

Most of the producers feel that 
the failure of production to equal 
early predictions for this year can 
be attributed to a heavy inventory 
situation at the retail level when the 
year began. They point, however, to 
the gains of August and September 
as a sign that business has reached 
a turning point. 


increases 
cent 

more per 
the 


sales vary 
over 
cent. 
largest 
turers 


surveyed in- 


Unanimity on Prices In shoe 
producing centers like New Eng- 
land, St. Louis, Milwaukee and Los 
Angeles the spring price story is 
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the same. Almost every manufac- 
turer says the same thing: “Wh 
sale prices will not change between 
fall 1960 and spring 1961.” 
However, the unresolved 
question causes some producers to 
temper their predictions about the 
stability of prices. Ed Morris, presi- 
dent of Heydays Shoes, Inc., St. 
Louis, said, “Wage increases 
contemplated shortly, which may 
adjust prices upward in the near 
future. 
ing shoes at no change in prices.” 


hole- 


labor 


are 


In the meantime we're sell- 


“Watching the Big Companies” — 
A Milwaukee men’s producer also 
pointed to the labor situation as a 
governing price factor. He 
“This is a difficult tim? to predict 
what will happen so far ahead. No 
one knows what the unions will ask 
for. We're all watching what the 
big companies will do in their ne- 
gotiations with the unions.” 

Early this month, International 
Shoe Co. and two unions, the 
United Shoe Workers and the Boot 
and Shoe Workers, 
ment on a two-year contract calling 


said, 


reached agree- 
for a total wage hike of eight cents 
over the two-year period. Spot in- 
creases of 10¢ per hour were agreed 
on, effective Oct. The pact also 
provided for increased fringe bene- 
fits. 
One of men’s, 
shoes, En- 


major producer 
women’s and children’s 
dicott Johnson Corp., Endicott 
N. Y., recently released information 
stating that this company “has not 
crystallized its ex position on 
pricing of 1961 spring but 
we see nothing now that would pro- 
duce lower prices.” 


xact 
shoes, 


This is the overall picture: 

President Willing- 
“Generally speaking, 
prices for spring 
in the various Genesco lines 
as for fall 1960.” 

® Brown Shoe Co., St. 
Louis J. Schaefer, vice president- 
sales, said, “Brown Shoe Co. will 
make no change in prices in the 
men’s, women’s and children’s 
spring 1961 lines.” 


® Genesco 
ham said, 
wholesale 
1961 
will be the same 


shoe 


Louis 


® International Shoe Co., 
Louis—M. R. Chambers, vice presi- 
dent-sales, said International will 
make no price changes in its spring 
line of men’s, women’s and chil- 
dren’s shoes. 

® United States Shoe Corp., Cin- 
cinnati, O.—Joseph S. Stern, chair- 
man, said, ““We’re not changing our 
prices.” 

® Green Shoe Manufacturing Co., 
Sumner N. Gerstein, sales 
said, “We do not expect 
any change in the wholesale prices 
of our shoes for next spring.” 

® Stacy-Adams Co., 
Mass.—Arthur F. 
said, “Although 
quality leather 
there will be no 
wholesale 


Soston 


manager, 


3rockton, 
Luce, treasurer, 
labor and 
rising, 
in the 
spring 


costs 
prices are 
increase 
prices of our 
shoes.” 

In New England the same no- 
price-change story came from Con- 
solidated National Shoe Co., Bos- 
ton; French, Shriner & Urner Man- 
ufacturing Co., Boston; R. J. Pot- 
vin Shoe Co., Brockton, Mass., and 
Rockingham Co., Newmarket, 
N. H. 


Shoe 


Midwest Agrees — In Columbus, 

)., two firms, Walker T. Dickerson 
Co. and Godman Shoe Co., reported 
their prices would remain un- 
changed for spring. Four Milwau- 
kee producers reported “little or no 
change,” “no change,” “nothing to 
indicate any downward changes in 
prices” and “stable prices.” 

In Missouri, Tobin-Hamilton Co., 

Inc., Juvenile Shoe Corp. 
of America, Aurora, and Weber 
Shoe Co., Tipton, all reported no 
change in price structures. 
Shoe, Inc., Los 
and Sbicca of California, 
Calif., both 
changes. 


St. Louis; 


Vogue Angeles, 
El Monte, 


reported no_ price 


“More Lower-Priced Shoes”—Mc- 
Leod Stephens, president of John- 
son-Stephens & Shinkle Shoe Co., 
St. Louis, reported no price changes 
but said, “Actually we will have 
more lower-priced shoes, building 
them into the $14.95 retail 
bracket.” 
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Boston Theme: 


Cautious buying at the Advance 
Spring Market held business to 
about 60 per cent of last year's 
level. Buyers weren't pessimis- 
tic, but they were uncertain. 


By OWEN THOMAS 


BOSTON —A wait-and-see atti- 
tude at Boston’s Advance Spring 
Shoe Market, Oct. 3-6, tended to re- 
duce business booked to approxi- 
mately 60 per cent of that done at 
the same showing in the fall of 
1959. 

A combination of factors 
counted for the slow-up: the 
creasing tempo of the cold war, 
falling prices on the New York 
stock market without adequate com- 
pensating rallies, and the fact that 
this is a Presidential Election year. 
These factors added up in buyers’ 
minds not to pessimism but to un- 
certainty. 


ac- 
in- 


Some Large Orders—Despite al] 
this, exhibitors at the New England 
Shoe and Leather Assn. showing 
reported and buyers confirmed that 
large wholesale houses and many of 
the smaller chains had placed sub- 
stantial orders. In volume, the latter 
contributed the most heavily, at 
least some of the chains having or- 
dered as much 35 to 40 per 
cent of the shoes they will place on 
sale next spring. Wholesalers 
bought samples, as is always the 
case at this show, but since they 
must at this time order enough 
samples to equip all their salesmen 
for use at national and regional 
shows yet to be held, these orders 
added up to sizeable pairage. 


as 


Price-Shaving — It was reliably 
reported that many manufacturers 
of women’s shoes, at least, had 
shaved prices a few cents a pair in 
order to get immediate cutting. The 
reductions in no case were sharp 
enough to indicate any decrease in 
prices to the consumer. It was 
merely a case of giving retail dis- 
tributors a better markup. The 
profit squeeze on the manufacturer 
continues. 

Encouraging was the volume of 
fill-in orders for fall styles with re- 


‘Wait and See’ 


quests for quick makeup, and the 
even higher volume of business 
placed for the Christmas season 
mostly slippers in a wide variety of 
colors. 


Some Temporarily Oversold—An- 
other encouraging note was found 
in the fact that some manufac- 
turers of women’s styles 
opened their sample rooms already 
sold up to Dec. 1. These, however, 
were the exception rather than the 
rule. A few makers of juvenile foot- 
wear designed to sell at 
prices also reported they were tem- 
Deliveries of 


staple 


popular 


porarily oversold. 
both these types were to be made by 
Feb. 1. 

Black patent accounted for about 
40 per cent of the children’s shoes 
shown. Other leather colors 
pearlized finishes in white and in 
bone, raspberry reds and some 
blues. Makers of kids’ canvas shoes 
in the lower-price ranges found 
themselves being pushed to the wall 
by increasing imports. 


were 


Complete Lines for Men Men’s 
shoe companies showed more com- 
plete lines than at this time last 
year with strong emphasis on gored 
slipons in light tan, white, brown, 
black and olive. 

If open displays are to be the 
criterion, women’s popular price 
shoes will be 75 per cent pumps 
plain, trimmed, high-riding or con- 
ventional — and in every color 
which has been widely publicized to 
date. Comparatively few opened-up 
patterns were openly offered. 


Melville to Receive ‘Oscar’ 


For Best Annual Report 


NEW YORK — Melville Shoe 
Corp. has been cited for “the best 
stockholder annual report of the 
shoe manufacturing and stores in- 
dustry” in the 20th annual report 
survey sponsored by Financial 
World, national weekly magazine. 

A bronze “Oscar - of - Industry” 
trophy will be presented to Robert 
C. Erb, president of the company, 
on Monday evening, Oct. 24, at an 
awards banquet in the Statler Hil- 
ton Hotel, New York. 


Homeward Bound: 
Plane Crash Kills 11 
Philadelphia Shoemen 


PHILADELPHIA The Oct. 4 
crash of an Eastern Air Lines Elec- 
tra into Boston Harbor dealt a 
severe blow to Philadelphia’s shoe 
industry. The Philadelphia-bound 
plane was carrying a number of 
shoe executives home from the Ad- 
vance Spring Market in Boston. 

Among the 61 dead were 11 per- 
sons identified with shoe manufac- 
turing, wholesaling and retailing in 
and near Philadelphia. 

The dead: 

MARTIN 


executive 


BIRENBAUM, 37, an 
of Martinique Shoes, 
women’s high-style manufacturer. 

LEONARD BIERNBAUM, 43, 
owner of the Trevose Family Shoe 
Store, Trevose Heights, Pa. He was 
a cousin of Martin Birenbaum. 

MORRIS BARRACK, 57, owner 
of the Edmor Shoe Manufacturing 
Co., a maker of children’s and in- 
fants’ footwear, and his son JACK, 
27, sales manager of the firm. 

MEYER A. SCHWARTZ, 60, and 
his brother THEODORE W., 62, 
who operated A. Schwartz & Sons, 
a shoe jobbing business, and a re- 
tail chain bearing the same name. 
(Two other brothers, Jules and 
Herman, who are also partners, did 
not make the trip. 


ALLAN J. MELTZER, a sales- 
man for the A. Meltzer wholesale 
firm. 


PHILIP LONDON, 55, operator 
of a wholesale business bearing his 
name. His wife, Hilda, also died. 


PHILIP STALLER, 40, a sales- 
man for Ideal Shoe Co., a whole- 
saler. 


IRVING BROWNDORF, 43, 
owner of the Royal Shoe Market, 
Wilmington, Del. 


RALPH WEINSTEIN, 38, part- 
owner of Enelow Shoes, with stores 
in Quakertown, Pa. and Camden, 
N. J. 


Listed among the injured survi- 
vors were two other retailers, Ar- 
thur Glick, who operates Lewarts 
Shoes, with two stores in Philadel- 
phia, and Sidney W. Popkin, owner 
of stores in Bristol, Pa., and three 
New Jersey towns. 
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August Output Rises; 
8-Mo. Total Down 4% 


WASHINGTON, D. C,—Shoe pro- 
duction turned upward in August. 
Output for the month reached 58.1 
million pairs, 6.2 per cent more than 
the 54.7 million pairs for the same 
month last year. 

As a result, this year’s total pro- 
duction climbed to 413.8 million 
1.2 per cent of the 
first eight months 


pairs, within 
total for the 
of 1959. 
September production is believed 
amounted to 53 million 
pairs, about the same as a year ago. 
How will total 1960 output com- 
pare with the 632 million pairs pro 
duced in record-breaking 1959? 
The Tanners’ Council of America, 
which keeps a close watch on shoe 


to have 


production, says, “Unless 
the final 


very marked change in comparison 


produc- 
tion in quarter shows a 
with last year, total output in 1960 
will come to 610-612 million pairs.” 
August 1960 
dress and play shoe production to- 
taled 7.3 million pairs compared with 
6.9 million in August '59 

Women’s dress and work shoe out- 
reached 19.7 million pairs, up 
from 17.2 million pairs a year ago 

Production of sandals 
and play shoes was 7.2 million pairs, 
a decrease from 8 million. 


For alone, men’s 


put 


women's 


Tanners’ Annual Meeting 
To Air Business Outlook 

NEW YORK 
tions for 1961, covering the domestic 


3usiness predic- 
supply outlook, consumer demand, 
shoe production and raw material 
exports, will highlight the annual 
meeting of the Tanners’ Council of 
America Oct. 19-21 at the Edge- 
water Beach Hotel, Chicago. 

Delivering a major address will be 
Peter Hoguet, president of the Econ- 
ometric Institute. According to a 
TCA spokesman, this organization 
has had a “remarkable record” in 
projecting the general economic pat- 
tern. 

During the meeting, the Tanners’ 
Council laboratory will maintain an 
exhibit based on its evaluation of 
substitute products and materials 
during the year. Members will be 
able to study the physical and chemi- 
cal properties of these materials in 
comparison with leather. 
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Still-Earlier Shoe Fair Dates? 


Starting in 1962 the National 
Shoe Fair will open on the sec- 
ond Sunday of October. But a 
further advance in dates, even 
into September, may be sought. 


NEXT YEAR’S National Shoe 
Fair will be the last one to be 
scheduled for the final week of Oc- 
tober. In keeping with the indus- 
try’s trend toward earlier introduc- 
tion of spring lines, future Fairs 
will open on the second Sunday of 
October, starting in 1962. 

Even this timing, however, may 
turn out to be temporary. BOOT AND 
SHOE RECORDER has learned reli- 
ably that a further advance in Shoe 
Fair dates may be in the offing. A 
substantial number of National 
Shoe Fair Committee members fa- 
vors still-earlier either the 
last week of September or the first 
week of October. Talks with manu- 
facturers close to the Fair reveal a 
fair possibility that such dates may 
be actively sought 


dates 


No Easy Matter — Changing the 
Shoe Fair dates, however, is a feat 
of near-Herculean proportions. To 
make the move to mid-October re- 
quired more than a year of discus- 
sion within the industry and an- 
other year of negotiations involving 
the Chicago Convention Bureau and 
the four hotels that house the show. 

October is Chicago’s busiest 
month for conventions and trade 
shows. To make room for shoemen 
in mid-October, a dozen other shows 
and conventions had to agree to 
shift their own dates, according to 
George Gayou, veteran NSF man- 
ager. 

At first, Shoe Fair committeemen 
thought they would be lucky to 
secure earlier dates by 1964. But 
strong pressure on hotelmen and 
convention hosts made the change 
possible in 1962. 


The Schedule—Under present ar- 
rangements, these are the dates of 
future Shoe Fairs: 

1960—October 23-2 
1961—October 22-2: 
1962—October 14-1 
1963—October 
1964—October 


13-16 
11-14 


The Shoe Fair will remain in the 
same hotels: the Palmer House, 
Conrad Hilton, Congress and Mor- 
rison. And the dates listed here are 
rated as definite at least through 
1962. A further change in timing, if 
there is one, could hardly be ac- 
complished sooner. 


Market Testing Benefits Pres- 
sure for some advance in Shoe Fair 
dates came from both retailers and 
manufacturers in recent years. 
Manufacturers sending their 
spring lines on the road earlier than 
in the past — often beginning as 
early as mid-September—and early 
market testing is becoming increas- 
ingly important. With spring shoes 
being introduced’ earlier, shoe 
shows have recognized the need for 
an advance in their own timing. 

Particularly strong advocates of 
earlier National Shoe Fair dates 
are the stylemen. In the case of 
style shoes, more time is needed for 
market testing of new lines. Pro- 
ducers of these frequently 
try out their spring lines in better- 
grade stores on a selective basis 
during January and February. 


are 


shoes 


Difference of Opinion—Although 
the present advance of about two 
weeks in Shoe Fair dates represents 
a big jump, for many style people it 
is not quite ideal. 

On the other hand, shoemen who 
deal in basic and staple items do 
not consider show timing so impor- 
tant. Their lines change less from 
season to season, and there is less 
haste about getting them to the re- 
tailer. 


Committee to Meet—The question 
of a further advance in Shoe Fair 
timing is expected to be discussed 
when the National Shoe Fair Com- 
mittee meets in Chicago during the 
show. The 30-member committee is 
composed of equal numbers of man- 
ufacturers and retailers from the 
two sponsoring associations, the 
National Shoe Manufacturers Assn. 
and the National Shoe Retailers 
Assn. Ys 

How will the question finally be 
resolved? 

“There may be a healthy hassle,” 
one member speculated. 
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Extreme Points Dominate Canadian Fashions 


The Canadian Shoe and Leather 
Fair, which broke attendance 
records, revealed the importance 
of the extreme pointed-toe last 
for men as well as women. 


MONTREAL—The long-forepart, 
extreme pointed-toe shoe is making 
an overwhelming sweep of fashion 
in Canadian spring footwear for 
men, women and children. This was 
evidenced everywhere during the 
Canadian Shoe and Leather Fair 
held here Oct. 2-5. Exhibitors rep- 
resented an estimated 86 per cent 
of Canadian shoe production. 

In women’s lines the triple and 
quadruple needle toe dominated al! 
the price ranges. So complete is 
the dominance of this extreme last 
that it represents an estimated 80 
per of all women’s spring 
shoes in the Province of Quebec. 
In Ontario it will represent about 
50 per and in the west of 
Canada about 15-20 per 
though these percentages are ex- 
pected to show a steady rise. These 
points are far more advanced than 
in the United States. 


cent 


cent 
cent, 


Points for Men The surprise 
comes in the men’s field, where a 
similar extreme pointed, long-fore- 
part last has almost overnight be- 
come a runaway best seller. As in 
women’s shoes the men’s points are 
selling fastest in the east (75 per 
cent of all men’s sales) but with 
the trend moving rapidly westward. 
Lightweight slipon types are 
strongly dominant. 

In children’s shoes, especially lit- 
tle girls’, the point—though less ex- 


treme—also prevails. 

In the overall, Canadian pointed- 
toe fashions have taken a definite 
lead over the U. S. As one maker 
of Canadian women’s 
“We have now reached a situation 
where find American styling 
and trends are too slow for us. We 
are moving out front here.” 


shoes said, 


we 


Record Turnout—With an attend- 
ance of approximately 3,500 and 
nearly 200 exhibitors this year, the 
Canadian Fair set a new high. 

While retail shoe sales through- 
out Canada have been somewhat 
sporadic this year, it will still be 
the best retail year on the books. 
Production will finish off at about 
44 million pairs for 1960, down 
about 4 per cent from last year but 
still the 
year on record. 


second best shoe output 


Both manufacturers and retailers 
feel strongly optimistic about 
spring sales. All feel that the tre- 
mendous interest in the new pointed- 
toe lasts will spur additional shoe 
buying during the season in men’s 
and 
shoes 


children’s as well as women's 


Virtually 
no price 


Little Price Change 
report 
increases, though a few brought in 


all manufacturers 


lowered prices on selected items 
Canadian shoemen are expressing 
strong interest in new marketing 
techniques which hold promise of 
stimulating a rise in per capita shoe 
consumption which in the past 
has virtually 


static at about 2.75 pairs 


decade remained 
and con- 
sumer shoe spending amounting to 


only 1¢ of each consumer dollar 


Reservations Are Heavy for Dallas Showing Nov. 6 to 9 


DALLAS — One of the largest 
Southwestern shoe fairs on record is 
forecast by Paul B. Schroeder, sec- 
retary-manager of the Southwestern 
Shoe Travelers Assn., for the spring 
market Nov. 6-9 at the Adolphus, 
Baker, Southland and Statler-Hilton 
Hotels here. Resefvations have been 
so heavy that by mid-October one of 
the hotels was completely filled. 

One thousand lines from all parts 
of the country have applied for dis- 


32 


play space, show officials said. 

Ila Huff of Memphis, Tenn., 
speak at a breakfast for 
Monday morning, Nov. 7, in the 
Crystal Ballroom of the Baker. The 
dinner-dance, grand climax of the 
show, will be held the night of Nov. 
8 in the Adolphus grand ballroom 

The annual meeting and election 
of officers will be held Saturday 
night, Nov. 5, in the grand ballroom 
of the Adolphus. 


will 
scheduled 


compared with 1.3¢ in the 


States 


(as 
United 
the 
interest in 


Rossi Speaks—Indication of 


Canadian shoemen’s 
stronger shoe marketing and mer- 
chandising efforts was found on the 
official program of the Fair. Wil- 
liam A. Rossi, field editor of Boot 
AND SHOE RECORDER, spoke at the 
official opening breakfast on “Crea- 
tive Marketeering’—The New Dy- 
namics of Shoe Business (See page 
181). At a special meeting the fol 
lowing day, the speaker was Dr. Ber- 
nard Hymovitch, an expert on moti- 
vation research who spoke on maz 
keting techniques to raise per capita 
shoe consumption 

New Officers 


ident of the Canadian Shoe Retailers 
Nichols of 


Newly elected pres- 
Assn. is James Sydney, 
Nova Scotia. 

New the 
Leather Council of Canada is Louis 


chairman of Shoe and 
DesLauriers, president of Louis Des 
Lauriers, Ltd., 
of Giroux and DesLauriers, 
Montreal! 


and general manage! 
Ltd., of 


his 


resignation of his post as executive 


Charles C. Faure announced 
vice-president of the Shoe Manufac 
Assn. of His 
position will be Controller of Insur 
for the Q iebec 
The association's new vice-president 
Brouillet, 
a position he occupied several years 


ago 


turers Canada new 


ance Province of 


is Pierre who returns to 


Atlanta Expects Normal 
Attendance Despite NSF 
ATLANTA 


indicate 


Advance 
that 
the Atlanta Spring Show Oct. 23-26 
a par with that of pre- 
according to Mrs 
of the 
This 
is in spite of a conflict in dates with 
the National Shoe Fair 

Much of the Atlanta 
is comprised of small town retail- 
ers from throughout the South who 
prefer to dash into Atlanta rather 
than to the larger shows, Mrs. What- 
ley says. 


reserva- 
tions attendance at 
will be on 
vious showings, 
Ruth Whatley, 


Southeastern 


secretary 


Shoe Travelers 


attendance 
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30% of the men’s market... 
and pulling 


more and more 





See us at SUITE 708-9 
Blackstone Hotel 
NATIONAL SHOE FAIR 














The Compo process is an irresistible jorce 
in the men's shoe field. So much lighter, 


sO amazingly versatile, and so long wearing — this modern 


\ 


construction already controls a whopping 30,000,000 pair 
share of the total men’s output. Ideally suited to every style, every season, : 
it is attracting new customers and gaining ready acceptance from 
coast to coast. As the 1930's witnessed a Compo process revolution in the 


women’s market — the '60’s promise to match that success with the men! 


TRADE MARK 


COMPO SHOE MACHINERY CORP., WALTHAM, MASS. 
the choice of the best shoemakers 
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Ma hester ect 
Endicott Johnson Corporat.on 
J rr ty Ne a y t* 


For better shoemaking use the better shoe 


Fibertex Corporation 
: treet 


C. F. Jameson & Co., Ine 
H va 


board. Specify NSB products with the natural, 


. ° . eerge O. Seasine Semaany 
3-dimensional bond. It’s solid shoeboard . . tap caneesn 
Rona ook Fibre Company 
stronger, safer, predictably stable, because it’s | posers rire co. im 
Sherman & Company 
fibre-locked by the exclusive wet process method. | sitnyiis Sou" 


Western Fibre Company 
Caseyville 





West Virginia Pulp & Paper Co. 
Park Ave ‘ 
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RIPPLE Sole 


FOOTWEAR FASHION SCOOP OF THE YEAR! 


Mts here! 


BOOTH : - ]? EXHIBIT HALL 
PALMER HOUSE 


You can't afford to miss these 


spectacular 

NEW SHOE STYLES! 

Fabulous collection of ‘‘slims,”’ 

“flats,” “Continentals — fashioned 

on a zesty, breeze-lite RIPPLE” Sole 
AND — designed to revolutionize shoe aie 
selling this Spring! Nothing like it Sbicca Style 


in footwear! Don't miss this collection! 

STYLES for MEN and WOMEN AVAILABLE ) 07, 

yy 
EXTRA PROPULSION! 


If you can't make the show, write: 


»ple Sole Corp 


BEEBE RUBBER COMPANY 


NASHUA, NEW HAMPSHIRE 








We're taking 
the Wraps off 
the New.. 








Fleet, 00d 


“LIDO” 


Brushed Nylon 
Suede u > 


Fleety ood 
“CAPRI” 
Pper ; 
New Pointed ‘ Duck Upper 
toe Sty ling 


New Pointed 
toe Styling 


/ 


t 


Fleetwood 


“IVy CORD” 
Pinwale 
corduroy upper 
New Pointed 

toe styling 





Junior Miss Nylons aia 

are specially shaped . Stretch Socks for the whole family! A complete department 
for the contours of the teen-age leg. with styles and prices to catch every eye. Self merchandiser 
Top quality in appealing styles and fashion hues. FREE with 30 dozen order. See new catalog. 

Brass plated, lacquered counter display stand 

FREE with 6 dozen order. See new catalog. 


Folding Slippers now available for children thru 
‘teens are a natural for getting bonus sale. See 
new catalog for stunning variety and new smart 
styling. Free counter display with 12 dozen order. 


TRIMFIT, DEPT. S6, Empire State Bidg., N.Y. 1 


FREE 
ia 
FALL-WINTER Store Name 
"60 CATALOG 
JUST MAIL 
COUPON TODAY 





Adar 














TRIMFIT, Empire State Bidg., New York 1, N. Y. « Los Angeles, 1047 S. Grand Ave. « Offices also in Chicago, Dallas, Phila., Boston, Toronto 








NATIONALLY ADVERTISED IN ESQUIRE 


write your own success story 


Yorktown merchants are assured of the 
strongest possible support in today’s 
competitive market. In style variety, wanted 
lasts and leathers, outstanding quality-value, 
this is the most salable Yorktown line in years. 


ou’RE CORDIALLY INVITED 
TO VISIT YORKTOWN 


AT THE SHOE SHOWS 


Chicage, w.—Palmer Hous® 


Calit.—West Coast S' a 
pa.—Hotel penn-Sheraton—Nov. 


—Nov. 13-16 
_—Parker House 
Boston, Mass. P tel—Nov. 27—-Dee. 1 


Yorker Ho 
_y.—New nape Show—Jan. 15-17 


October 15, 1960 


SLIP ON 

Style 4957 Black 
Style 4958 Brown 
Style 4959 Olive 


IN STOCK FROM ONE SOURCE: 
140 STYLE NUMBERS FOR MEN, AA-EEE; 6-14, $10.95-$15.95 retail 
28 STYLE NUMBERS FOR BOYS, A-EE, 2%-7, $8.95-$9.95 retail 


FOR MEN AND BOYS 





THREE. GENERATIONS OF FINE SHOEMAKING 
also makers of Air-tred Shoes for Men 


GARDINER SHOE CO., INC., GARDINER, MAINE 


New York Office: Marbridge Bidg., 47 W. 34th St. 
Far Western Distributors: 
Soinit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 


4l 





COLiblivan 


research...development...refinement 


on shoe bottoms... 


to higher profits 


More than ever, O’Sullivan is America’s No. 1 
Quality Supplier to the Shoe Industry. 
In recent months, the dynamic O’Sullivan 
growth has been paced by O’Sullivan Research. 
Read the facts on the opposite page—about 
O’Sullivan’s product development, product-use 
and refinement research. 


.show you the way 


Write, wire or phone O’Sullivan for custom 
counseling service on shoe bottoms—without 
obligation. 

NOW ... O’Sullivan gives you the benefit of 
the finest product research and development 
program in our 65 years. 


HwOdublivan 


research and product development 
can help you now... 


—We can develop and refine any individual 
shoe bottom needed for your product 

— We can supply new types, new light weights 
and sparkling new colors 

—We invite consultation with your designers 
and stylists concerning anything new ‘“‘from the 


ground up” 
— Fast, dependable service in research, develop- 


ment and refinement to your custom needs 


O’Sullivan now makes avail- 
able to you the greatest 

lines of shoe bottoms and 
the finest research and 

development service in our 
65 year history. 


Contact: 

O'Sullivan Rubber Corporation, 
Winchester, Virginia or the 
Representatives listed on 

the facing page 


AMERICA’S NO. 1 QUALITY SUPPLIER TO THE SHOE INDUSTRY ...SINCE 1896 
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There's more pride in product manufacture... more pride of 
purchase...when your shoes show that “O'Sullivan quality” 


CALIFORNIA 

MACPHERSON LEATHER COM. 
PANY, 140 South Main Street, 
Los Angeles, California, Madison 
6-4831 


MACPHERSON LEATHER COM- 
PANY, 730 Mission Street 
San Francisco, Yukon 6-6783 


MASSACHUSETTS 


KELLEY & SWEENEY LEATHER 
COMPANY, 95 South Street. 
Boston, HUbbard 2-6668 


October 15, 1960 


MISSOURI 


WILLIAM WESSELING COM. 
PANY, 1221 Locust Street, 
St. Louis, Chestnut 1-9260 


NEW YORK 
METRO LEATHER COMPANY, 


33 Spruce Street, New York City, 


Barclay 7-0851 

WILLIAM RUSHWORTH, 82 St. 
Paul Street, Rochester, LOcust 
2-9422 


OHIO 

ROBERT LIMING, Box 86, 
Portsmouth, ELmwood 3-2322 
OREGON 

OREGON LEATHER COMPANY, 


110 W. Second Avenue, Portland, 


ATiantic 4105 


PENNSYLVANIA 

W. A. WELLENBUSHER, 

1 Wharton Lane, Tookany Park, 
Cheltenham, ESsex 9-0682 


TEXAS 

JAMIESON COMPANY, 
Box 13467, Dallas, 
LAkeside 1-4195 


WISCONSIN 

HAROLD VAN HORNE, Route 6, 
Box 538, Oconomowoc, 

LOgan 7-3853 





fashions 


FO hein. 


shoes for women 


You're cordially invited to see the 
Florsheim display at the Shoe Fair, 
Room 752, Palmer House...stop in and 


learn why these shoes are making 


the biggest sales gains in our history. 


THE FLORSHEIM SHOE COMPANY  .- 


© MAKERS OF FINE SHOES & 
1VIGION OF INTERNATIONAL ere c 


€ IM PANY 
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FLORSHEIM 


CORDIALLY INVITES YOU 





TO OUR 
SHOWING 


OF 


FLORSHEIM MEN’S STYLES 


FOR SPRING AND SUMMER 1961 





ALL DURING 
THE SHOE FAIR 
ROOM 754 


PALMER HOUSE 


A warm welcome 

awaits all guests 

of the Shoe Fair 

at the home offices of the Florsheim Shoe Company... 


corner of Canal, Adams and Clinton Streets 


THE FLORSHEIM SHOE COMPANY © Chicago 6 + makers of fine shoes for m 


October 15, 1960 


en Na 





OF COURSE 
BULLS 


HAS TAPER TOE OXFORDS 
IN FABRICS, CORDUROYS 
AND BRUSHED NYLON, 
AND NEW WOMEN’S 
TOE 
L$ 


You can count 
quality and 


style. De- 


cote ery 


late 


fall. 


Women's 
Fabric 
Casual 


Women's 
Corduroy 
Oxford 


Women’s 
Brushed 
Nylon 
Oxford 
See the new Canvas and Casual! line, All mode in a variety of popular 
os well as the complete Waterproof colors. Washable and tubable 
and Sporting Footwear line, at 


Chicago New York THE 

National Shoe Fair PPSSA 

Sheraton-Blackstone Hotel Hotel New Yorker owes RUBBER co. 
See Directory New Orleans Room 


P General Office end Factory, Rock Island, tll 
October 23-26 Lower Lobby : Front Section Branch Office end Werehouse, 130 Broadway N.Y. N.Y 
Nov. 27 - Dec. 1 
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BLACK ] 


% 
tops 
in pairage 











Pace-setting fashion-touches and colors will make 
youngsters’ eyes shine! Famous Lazy-Bones 
quality crafting for correct fit and long wear will 
delight mothers! Same complete size-ranges, 
same suggested retail prices . . . 5.95 to 8.95! 


NATIONAL 


SHOE FAIR 


Chicago . . . October 23-26, 1960 
See Lazy-Bones for Spring-Summer '61 
Rooms 888-889-890, Palmer House 


LALY-BONES 





LAZY-BONEC 
Wewe-sod v7 —_s 


LAZY-BONES DIV 
THEJUVENILE SHOE CORPORA 
AURORA, MISS 











Make Lazy-Bones your children’s-shoe style, 
volume and profit leaders in ‘61! 


cae’ opant 


(; po od | we Le " ping 


wen om 
— 
<m 
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, Sree ce 


Ze LANICS sey ping ho 


FOOT FASHION FOR “YOUNG WOMEN IN WHITE” 
... Sparks the Clinic line for Spring-Summer ’61! For 
student nurses . . . for nurses who always wear Clinics on duty 
. new foot-flattering smartness crowns traditional 
Clinic fit, comfort and wear, fine leathers and craftsmanship. 
Make your store “nurses’ shoe” headquarters, with 
Clinics for 61... more than ever 
“America’s Number One Uniform Shoe”’! 


NATIONAL Se 
SHOE FAIR & 
Chicago . . . October 23-26, 1960 SE 

See Clinics for Spring-Summer '61 a 


4 


Rooms 888-889-890, Palmer House 22 


~ 
SOT ost 
> 


deh: 
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t 
tf 




















THE 


CLINIC N CLINICS FOR ‘61 
: ... aS always... 


ee in Sizes 8% to 12, 
Sil Ok Widths AAAA-E, 
. 8.95 to 12.95 

her Young Woman, uv Whale, van e-Ld, t 
oeNT Sx 
GLAMC | 4 i 


“ 


S 
m 
EE . 


THE CLINIC SHOEMAKERS, Division of 
THE JUVENILE SHOE CORPORATION OF AMERICA 
AURORA, MISSOURI 


October 15, 1960 
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"VAM STALIN'S BROTHER” 
ARG 
i= 
sig 4 OR | 


in toda ‘s 
? y Comfortable 

rac - , 
) " - | i tt< al, colorful way of lit ing 


D 
ase ape eree 











ACME advertising 
tells the Wellington 
story to the men 
of America... 


Acme steps up its Wellington advertising 
in these three man-sized, man-talk, man- 
readership magazines that reach in to your 

community. Wellingtons are America’s comfortable! Bewutifel eceent yo" F 


somely finished m Casual st ylin . 
f h hing fe 


fastest-growing line of bootwear. These today’s modern living’ mui 
Acme ads will help you make your Royal Wellingtons... Actne's fares! 
Wellington sales grow even faster! WORLD'S LarGesr BOOTMAKERS 


* Dealer intormation Write 











Department 40, acer 8007 COMPANY te 
AOL PMA an Ria 





ACME BOOT COMPANY, Inc., 


Clarksville, Tenn. 


WORLD’S LARGEST BOOTMAKERS 
50 Boot and Shoe Recorder 








BSCS CHOW” 


Cokette $2.98 


New 


LA CROSSE \ TAPERED TOES 


in canvas, medium and 


CANVAS LINE for ’61 


dress of colors, to retail at $2.98, $3.98, 


narrow widths, in a rainbow 


and $4.98. Wedges and Flats included. 

play BE SURE TO WAIT TIL YOU'VE SEEN THEM! 
The new canvas line includes established 

sports style favorites, new colors, new styles, 
and a complete line of regular tennis numbers for men, 


women, and children. 


aout aX,, 
MADE IN U.S.A. BY 


LACROSSE 1) .) 2-0» coor 


© wiscou™ 


RUBBER MILLS COMPANY LaCrosse, Wisconsin 
October 15, 1960 





SPRING 

‘NEVER 

HAD IT 
So 


PALMER HOUSE “Se Private Dining Room 18 
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LEFT. PARACRIL OZ0 SOLE 
on test poir of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for a full six months, 
on ond off the job. Shows 
substontially less wear than 
stondard oil-resistant sole 
ot right 


RIGHT. PARACRIL 0270 HEEL 
on the other test shoe is 
still like new, while stand- 
ord oil-resistont heel at left 
is worn smooth ond begin- 


ning to crock. 


New sole material outwears others 2 to 1 i 


New PARACRIL’ 0Z0—developed by the @ 277% more abrasion resistant! 
Naugatuck Chemical Division of U.S. Rubber 
is a shoe sole and heel material amazingly 
long-lasting—far superior to all others on @ 5 to 10 times more resistant to fuels and 
the market. What's more, they are available oils than existing standard oil-resistant 
in bright, permanent colors! shoe soles. 


@ free of flex growth after 25,000 cycles 


Compared with one of the toughest mate- Find out about PARACRIL 0Z0’s heel, sole, 
rials known, new PARACRIL 0ZO heels and and shoe selling advantages NOW! Write 
soles are: us for further information. 


Naugatuck Chemical 


Division of United States Rubber Company eveeteck, Comccticet 





Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario » CABLE: Rubexpert, #1. ¥, 
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Frank Gifford 


lays it on the line: 





“Waterproof boots of 
SYL-MER treated leather 


formerly Syifiex 


really keep your feet dry! 


“I've learned a leather boot can't be waterproof without two things: 


1. SYL-MER* treatment for water-repellency plus 
free-breathing comfort, and 


2. Watertight construction, with all seams sealed against leakage.” 


That's how it’s being told to millions of consumers by Frank Gifford, 
sportsman and star pro halfback, through Fall issues of some of the 
country’s most influential publications. To get your share of the 
expanding — and increasingly selective — market for waterproof 
leather boots, be sure the brands you feature meet these essential 
requirements. 


Remember, Syl-mer not only makes leather water-repellent but keeps 
it soft and flexible even after repeated wetting; keeps feet not only 
dry but comfortably dry. It’s delivered solid sales performance to 
hundreds of retailers, outstanding use performance to thousands of 
their customers. Ask your resources for waterproof boots of Syl-mer 
treated leather, identified by the Syl-mer hangtag 











DOW CORNING CORPORATION, MIDLAND, MICHIGAN. 
*T.M. Dow Corning Corporation 
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See them at the Fair— 


WATERPROOF BOOTS OF 
SYL-MER TREATED LEATHER 


” Yad 
Style M99 Gia -<; Style 1188 
= — . 
tr. -> 
{ . — 
. 
’ 
i ' 
} ie Style M91 
~ 
» 
7 4 
— Style 918 
Style M99 


SEE FOR 
YOURSELF 
HOW BOOTS 
OF SYL-MER 









































TREATED 
LEATHER 
WITHSTAND 
FLEXING 

UNDER WATER 


Dow Corning Booths *3 and *4 
National Shoe Fair H. H. Brown Shoe Co., Inc. 
Palmer House, Chicago Dunham Brothers Company 
Georgia Shoe Mfg. Co., Inc. 


























DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
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“Soft as a pillow and hand boarded 
for that wanted look in lined or 
unlined fashion shoes for women”. 


FOR YOUR SWATCH BOOK WRITE 


ARMOUR LEATHER COMPANY 


DIVISION OF ARMOUR AND COMPANY 


tomorrow’s tannages today 
SHEBOYGAN, WISCONSIN 
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Business 
Boys Line 
That's 
eal Youngster 
Them All... 
ational Shoe Fair 





Palmer House 
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Gerberich Payne Shoe Co., SSE a: 








CHOICE OF MANLY YOUNG AMERICANS 


MADE WITH GENUINE 
BARBOUR 


SOLID LEATHER 


Slim, trim lines are characteristics of this basic 
style. A solid, practical low top line blucher 
proved a national best seller for men who want 
sturdy wear without excess bulk. The use of 
Barbour Stormwelt adds that “extra value” so 
essential in quality footwear for men. 


BARBOUR WELTING COMPANY 


BROCKTON 68, MASSACHUSETTS 
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@® Lower prices might be the key to better business, the 
Administration thinks. Price increases would slow trade. 


® Lack of money is holding back the drive to 
expand U.S. exports. Congress allowed $1.1 
million for program. 





® Army. Navy and Air Force will get an extra 
half-billion for procurement. Contractors’ pay- 
rolls and military personne! will benefit. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





What the U. S. economy needs is lower prices, as the Administration 
sees it. Lower prices would prod consumers into spending more for shoes 
and other necessities. Result would be more orders sent back to the factories, 
and hence greater employment. 

Decision of some shoe manufacturers to hold the line on prices is hailed 
here as “a step in the right direction.” After all, there’s no denying that 
the nation is going through a mild recession here in the final quarter of the 
year. Consumers are tending to postpone their purchases. Retailers are 
buying less than they had anticipated earlier. Factories complain of slow 
orders. 

A certain amount of price-trimming in key trades would have a lively 
and stimulating effect on the economy right now, as government economists 
see it. President Eisenhower suggested as far back as January that price 
cuts would have a healthy effect on business this year. 

It certainly seems like a poor time to try to increase prices. Trade is 
slow enough as it is. Some judicious pruning of prices on certain lines might 
well be the very tactic that will coax the public to lay the money on the line 
again. 


The much-ballyhooed drive to expand U. S. exports will get off the 
ground this month, but it won’t get very far. In fact, it is destined to move 
at something less than half speed for the next nine months. 

The reason, as usual, is money. 

Of a total of $3.3 million requested to fully implement the government’s 
export expansion program, Congress allowed only $1.1 million. The program 
almost got not one cent. While the Senate was okaying the entire appropria- 
iton, the House turned thumbs down on the whole thing. 

In the compromise by House and Senate conferees, the U. S. Depart- 
ment of Commerce, prime mover of the export drive, got $800,000 of the 
$1,800,000 it sought. 


Defense spending is going up again. Despite the wrangling in Congress 
over just how the extra dollars will be spent, it is now clear that the Army, 
Navy, and Air Force are to share an extra half-billion dollars in procure- 
ment money in the months ahead. 

Belief of a majority of congressmen of both parties is that the extra 
funds should be spent for modernization of the Army and Navy, a speed-up 
in some missile procurement programs, and maintenance of a round-the- 
clock airborne alert. 

For retailing, the extra funds mean extra income at Army, Navy, and 
Air Force installations, plus increased payrolls at some plants holding 
defense contracts or subcontracts. Both military and civilian employees are 
stronger customers—or potential customers—than ever before. 


Reciprocal trade (low tariffs) is slowly but surely losing friends in 
Congress. Members of both political parties are becoming disillusioned with 
the 25-year-old trade law that was designed to help foreign producers to 


fight the world-wide depression of the 1930s. 
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® Reciprocal trade is losing friends in Congress 
as imports slow business and increase local 
unemployment. 


eport fr 
i P e — ® The FTC is planning to ring doorbells to find 


WASHINGTON ={2ccDccle" 





In both the Senate and the House, discontent over our low-tariff policy 
is growing. Democrats and Republicans alike are ill at ease over rising 
unemployment in their home districts and states. As imported goods arrive 
in U. S. cities in greater quantities, U. S. manufacturers find they have 
fewer orders to fill. 

Congress this year talked much about the effect of imports, but did 
little to ease the severe pinch. Next year, the story may be different. More 
and more congressmen are promising to vote for some kind of law next year 
that will slow down imports. 

It is now said openly on Capito] Hill that the present reciprocal trade 
law could not be enacted today. Representative William G. Bray (Indiana 
Republican) says the Congress is much more alert to the import problem 
than it was two years ago. Any new tariff law enacted by the Congress 
today would guarantee more protection for U. S. manufacturers than the 
law enacted in 1958. 

Mr. Bray outlines several avenues of possible relief: 

Let the U. S. Tariff Commission, rather than the State Department, 
supply the list of products on which tariffs may be cut 

Allow labor and farm organizations to tell the Tariff Commission of the 
effect of imports before tariff negotiations. 

Increase tariffs on goods made in foreign sweatshops. Reduce taritfs 
only on goods made by labor receiving the same high wages paid in the 
U. S. 

Most foreign countries do not receive imports from the U. S. in the 
same altruistic spirit as we receive theirs. True reciprocity does not exist. 
Tariffs, quotas, blocked currencies, and absolute prohibitions keep American 
goods out of many parts of the non-Communist world. 

Mr. Bray points out that our shrinking gold reserves are a direct result 
of our buying from abroad more than we ship abroad. 

“In the coming session of Congress something must be done to remedy 
this situation,” Mr. Bray declares. Although relief is still a long way off, it 
is evident that the case for relief is going to be stronger in 1961 than for 
many years. 


The Federal Trade Commission is planning to ask the public if there's 
any deception in the manufacture or sale of shoes. A final decision is to be 
made soon at the FTC on whether or not to conduct such a consumer survey. 

*Is there deception? After pondering the question for a year, the FTC 
lawyers still can’t make up their minds. So they’re going to ask the public 
what it thinks. 

Time is running out for the FTC study of shoes, the components that 
go into shoes, and the merchandising practices that get them to the con 
sumers. The FTC has an unofficial deadline of January 1 to fish or cut bait 
The agency must either take action or call off its investigation 

Present plans call for a doorbell-ringing survey to learn if average 
Americans think there’s any cheating in the materials that go into shoes, 
or in the advertising or other promotion used to merchandise shoes 

If, after talking to consumers, the FTC finds nearly everybody satisfied 
with his shoes and the way they were sold to him, the industry will receive 
a clean bill of health. On the other hand, if the survey turns up a wide- 
spread “I got gypped” attitude, then the government will open an attack on 
the industry and on the shoe trade for the practices in question. 

In this event, the FTC would probably recommend a national shoe 

(CONTINUED ON PAGE 103) 
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PLAN GROWTH THROUGH FACTORING 


IT’S A 


“BLUE 
Crile” 


INVESTMENT FOR THE FUTURE 


ISELIN-JEFFERSON FINANCIAL 
OFFERS YOU THIS “FACTORING PORTFOLIO” 


© ADEQUATE WORKING CAPITAL to meet 


current requirements and growth potential 


© STOP LOSS ON COLLECTIONS with all 


credit risks assumed by us 


@ EXTRA DIVIDEND ... more time for your 


planning and sales — ‘‘Time Is Money” 


ISELIN-JEFFERSON FINANCIAL 


COMPANY, INC. 


111 WEST 40th ST.,NEW YORK 18, N.Y. 
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The Saturday Evening 


AOL) SPO 


They won't forget YOUR overshoes! 


More than 12,000,000 people this fall will be history. Why not check your fall stocks now! Snug, 
shopping the BFG and Hood waterproof footwear colorful waterproof footwear that’s fun to wear for 
you sell. Shopping through full-page, full-color all the family—from B.F.Goodrich and Hood. For 
ads in THE SATURDAY EVENING POST and full information, contact: B.F.Goodrich Footwear 
LOOK magazines. It’s a vital part of the biggest Products, or Hood Footwear Products, Watertown 
all-out national advertising effort in BFG and Hood 72, Massachusetts. 


B.EGoodrich 


Footwear that feels as good as it looks 


-f100D— 
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Ho 
IsGREEN 


* — or( the case of the faded shoe) 


**Elementary, my dear Watson! This is clearly a case for Tuxan’’. 
Don’t just take Sherlock’s word for it—test Tuxan on your own 
faded display shoes, green or any color, and see how miraculously 
the original color is restored. 

Now, when your customer 

buys shoes in a new high- 

fashion color and asks the 

inevitable "But how do I clean 

them?” you can confidently 

tell her. . . and sell her 

Tuxan in the exact color or 

shade. Only Tuxan offers a 

complete range of 44 

high-fashion shades 

and pastels. 

Do yourself and your 

customers a favor. Stock and 

display Tuxan—hailed 

throughout the British Isles 

and Continental Europe as 

the miracle renovating polish 

—and now sweeping the 

North American continent. 











COLORS « CLEANS e« SHINES 
WATERPROOFS ¢« NOURISHES LEATHER 


Ask your jobber to show you the 


Tuxan sales aids and full-range color charts 


. . Or contact: 


LONDON POLISHES LTD. 


2646 MICHIGAN AVENUE 36 YORK ROAD 
ST. LOUIS 18, MO. DUNDAS, ONTARIO, CANADA 
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The wraps are off! And the men from 
Viner are on their way to show you 


America's newest, smartest, best sell- 
ing fashions for 1961! Look for 
sweeping newlines . . . subtle changes 
of colorandleather . . . more sales 
power in every pattern! 


VINER BROS., INC., BANGOR, MAINE 
Shoe Craftsmen Since 1905 


colleen 
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VINER SALESMEN ON THE ROAD 


Charlie Arnold 9. Ira Mack 

Leo LeRoy 10. C. E. Carpenter 
Arthur Pett 11. Ray Forgette 
Bill Wood 12, Don Ferritor 

Ed Sherman 13. Ed Hemphill 
Fred Moncur 14. Ralph Cohen 
Marcus Swan 15. Ray Dumont 
Bill Burkhardt 16. Abe Scolnick 

17. Ray Brown 
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AT CHICAGO 
CONRAD HILTON HOTEL 
ROOMS 939A-940A 


and at all regional shows 
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by JOHN REILLY 


Editorial 





Miake the Most of It 


HE amazing popularity which slipons have 

achieved in three short years could indicate that 

the men’s and boys’ industries may be creating a 
Frankenstein for themselves. 

Will slipons provide the much needed shot-in-the-arm 
or become another brake on men’s and boys’ per capita 
consumption? The answer rests squarely on our de- 
signers’ ingenuity, the direction manufacturers’ promo- 
tions take and how intelligently the retailer sells them. 


The Norwegian Moccasin 

Allowed to pursue an undirected course, they could 
become another Norwegian moccasin, a shoe which, 
incidentally, had many of the virtues of the slipon. 

Back in the early 30's when this style first appeared 
on the scene, it was a high fashion item and was strictly 
for casual wear. It was new, unusual, exciting and a 
highly promotable style. Actually, it was about 20 
years ahead of the era of casual living and casual 
clothing. 

The industry made the serious mistake of promoting 
it as an “all purpose,”” “go anywhere” shoe. And the 
consumer bought the idea. How many millions of sales 
this mistake has cost the industry in the 20 years since, 
is anyone’s guess. The fact remains, however, that this 
style and a dozen or more versions of it are still around 
to haunt us. We have never been able to convince mil- 
lions of men that it is not a correct shoe for dress and 
business wear. 


The Dress Casual 

With the Norwegian moccasin so well established, a 
Madison Avenue retailer introduced in the early 50's 
a two eyelet tie version of the hand-sewn moccasin and 
tagged it as a “dress casual.” It, too, went on to great 
success. So much so that it seemed as though men who 
did not stay with the original Norwegian moccasin 
adopted this two eyelet version. We not only had an- 
other “all purpose” shoe, but we had an all purpose 
name for it, the “dress casual.” 

Then along came the Italian influence and with it the 
slipon, a truly revolutionary style development in men’s 
dress shoes. It took three years to develop lasts, shoe- 
making and materials that threw slipons which really 
fit, and yet during each year of this shake down period, 
slipons continued to gain in popularity. They did so 
because men and boys liked the easy way they slip on 


and off. 
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The slipon is going to be with us for a long time 
and it is most important that the industry get its de- 
signing course correctly plotted and that the areas in 
which it is to be promoted be carefully staked out. 
There must be a clear line of demarcation between the 
And 
there must be a strong, imaginative promotion for both. 

The presentation of men’s styles in this issue bears 
witness to the importance manufacturers are placing on 
slipons as a basic shell. This reflects a steady growth 
in popularity which slipons have enjoyed during their 
shake down years. 

For the dress slipon category, American designers 
have adapted every style and detail found in more con- 
ventional footwear. Their sophisticated styling makes 
these slipons appropriate only for dress wear. 

As such they represent the greatest opportunity the 
men’s industry has had for many years to present a 
variety of styles on a new dramatic and highly practi- 
cal shell, and to build dress shoe sales. For the first 
time men will have as wide a choice in dress styles in 
slipons as they have in the more conventional bases. 


slipon as a dress shoe and the slipon as a casual. 


These Are Dress Styles 

But again it is important that the retailer recognize 
that most of these style treatments are dress treatments. 
It is not only important for him to recognize this fact, 
but he must point out to his customers that casuals are 
a completely different category of shoes. 

The ease with which the shoe may be slipped on or 
off the foot does not determine whether it is a dress shoe 
Any promotion of these dress slipons as 
” would be a 


or a casual. 
dress or “dressy” casuals, or “all purpose, 
serious mistake. 

Every day we hear more and more talk about the 
flight to the suburbs, more leisure time and more leisure 
living. The industry has provided an ample selection 
of styles in materials and the bold colors suited for the 
casual market this new type of living has created. The 
consumer must be made familiar with these styles and 
he must be sold on the idea that they are the on’y cor- 
rect shoes for his leisure hours, just as the dressy slip- 
ons are correct only for business and dress wear. Ob- 
viouly, if a retailer does not have these true casual 
styles to sell he cannot demonstrate their vastly dif- 
ferent purpose and function to his customer. 

The slipon is going to be a powerful promotion. Let’s 
make the most of it. 





CUT 
INSEAMING 
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@ Substantial Welt 
Savings 


e Higher Production 


@ Smoother and easier 
to operate 


§ addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Jinited, 
UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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country 
squire 


favorites 


... as seen in London 
by Perkins Bailey 
... and Americanized by 
the Shugor Taylor 


A very refined High-Riser, fitted with 
Taylor's kid-finish SHUGOR. 


A high-tongued, brushed-leather English 
slip-on with SHUGOR under the tongue. 


a gu THOMAS TAYLOR & SONS, Hudson, Massachusetts 


srece e64 


TAVLORED*TO-F IT i COPR. 1960 THOMAS TAYLOR & SONS 
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DELMAR 


Stocked in Bonanza Firenze Coalf* 
Black Hornbock* 
Salmon Beige Hornback 


Wives are happier at five... 


very much alive — 


if they've been in their Heydays all day! 


You'll love 
living Heydays 


HEYDAYS SHOES, INC. © 2032 LOCUST STREET © ST. LOUIS 3, MISSOURI 
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“We must diversify or our very exist- 
ence is threatened,” says ABE WEIN- 
MAN, president of the Five Star Shoe 
Company. “Because our plants are 
traditionally stitchdown houses or welt 
should not mean this will for- 
We 
shift gears. We must manufacture and 
the trend. If 
what we are making is not right for 


he USCS, 


ever be our ‘way of life.’ must 


merchandise in sales 


our customer and his customer, we 


must make what is right! 





“There is room for diversification, not 
only in the type of shoes we make, but 
even in the nature of our particular 
operation. . . . We must, sometimes, 
fully or partially, scrap what we have. 
This should be based on sound busi- 
ness judgment rather than on senti- 


mentality.” 


“Slow deliveries of children’s shoes 
bogged down our back-to-school busi- 
ANTHONY RENDINE of 


Shoe 


R. 1. “My orders were all for branded 


ness, says 


Rendine’s Store in Providence, 
shoes from some of the best known 


and largest companies. Orders were 
placed way back in May and the first 
shipment arrived the middle of August. 
Other orders were equally slow and by 
the middle of September, we hadn't 
received all the bovs’ shoes. In other 
years, we have had much earlier de- 
liveries. We've had the shoes in the 
store early enough to give parents a 
pre-view and thus build a longer sea- 
son. This year we had to rush the 
school business into about two and a 


half weeks. 


“This situation is not specifically our 
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problem alone. We have talked with 
owners and managers of many othe 
stores; and they too complained of 
slow deliveries on children’s shoes. 
“I'd like to impress upon the manu- 
focturers the importance of getting 
school shoes into the retailers’ stores 
early. It helps extend the season. It 
helps to sell more shoes successfully 
and profitably.” 
* e . 

\ capsule quote from the fashion com- 
mentary at the National Shoe Retailers 
Fashion Conference, by 
HENNESSEY, | secretary 
the NSRA: 


“The closed shoe will open, by cut-out 


{ssociation 
THELMA 


and fashion director of 
or by open back architecture. The spec- 


tator fashion is to have further em- 
phasis in classic form and designer in- 
spired renditions. Designs will accom- 
modate ombré tone combinations, col- 
or on white, color with color, texture 
contrast. 

“There is emphasis on graceful low to 


heels. A 


Louis inspired, has entered the pic- 


mid-high new flare heel, 
ture. Slimmer at point of indenture. 
More graceful than past interpreta- 
tions. And there is a new fashion 
Cuban-—on an elegant, softened last 
shape. 

“We have gone through a spring and 
summer of beige fashions. This autumn 
the stress is on the vintage and brown 
tones. For spring "61 we are ready 
for more color and a wider range of 
tones within each color group.” 


A boon to harrassed parents! About 
ago, LOUIS WEINSTEIN 


recognized that there was a 


ten vears 
definite 
need (in the Pine Street area of Green 


Bay aw is. ) 


exclusively to children’s footwear . . . 


for a shoe store devoted 


especially shoes for children who de- 
velop faster than usual for their age. 
He opened Lou’s Bootery, where he 
carries a comprehensive stock of chil- 


dren’s shoes in the larger sizes, for 
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both girls and boys. He features such 
important brands as Jumping Jack and 
Child Life: also a good line of chil- 


dren’s dance paraphernalia, including 





tap and ballet shoes, as well as 
leotards. 

Lou Weinstein is particularly pleased 
with his solution to the problem that 
young mothers have, e.g., what to do 
with the baby, while they take the 
older children in the family to be out- 
fitted with shoes? Generally, this means 
getting a baby sitter, etc. “Our Store 
At Your Door” is Lou’s practical solu- 
tion. All the mother has to do is phone 
in and give some idea of the approxi- 
that 


youngster. 


size of shoe would be 


the This is 
quickly followed up with a visit to the 
home by one of the trained and skilled 
members of the Bootery staff, who 


mate 


needed for 


brings with him several pairs of shoes 
of the 


There is no charge for this service and 


to make certain correct fit. 
purchases may be charged. 
. > * 

“Let's write a best seller on the pale 
foot for 1961.” said HELEN JOSEPH, 
shoe fashion director of the PPSSA; 
and she proceeded to outline several 
color chapters for the coming sezson. 
“Continue bone,” she said, “but add 
richness and personality with a pale, 
frosty off-white and a creamy yellow- 
tinted neutral. Beige to brown is an- 
other chapter in the spring story. 
Tones are softer than last year and 
range from light through taupe to 
light brown. New neutrals encompass 
the greened grays and the grayed 
greens. Green has become an impor- 
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tant neutral in the customer’s mind. 
“White is the summer continuation of 
the pale footed look . . . in smooth, 
lustres, patent. 

“Composé is the new fashion word. 
It is the ombré with a difference .. . 
an arrangement or composition of 
colors... geared to go together; and 
retailers will have the greatest oppor- 
tunity to offer the consumer a wide 
variety of individual, fresh-looking 
footwear. 

“Colors advertise spring and summer 
excitement . . . gentle pastels such as 
pale green, lavender, mauve tones to 
the wild 


orange, 


colors — brilliant vellow, 


cerise, purple, green, tur- 
quoise, bright blue, organgey red. 

“As to the basics, I see no compelling 
fashion reason for black, navy or red 
to be any better than they were last 


In fact, black 


could be down somewhat, in favor of 


spring in dress shoes. 


the neutral and pale story, and the 
all of which, 


would 


array of spring colors... 
if creatively merchandised, 
more than make up the difference.” 


7 * 7 


“Today's shoe need is simple,” says 
JAMES LEGG of Heydays, Inc., St. 
Louis, Mo. “The factory needs an in- 
dividual and wanted product. The 
retailer needs the same thing: and he 
will never find it in a stock depart- 
ment. Stock departments have value 
only when used for fill-in orders, after 
the retailer places first seasonal orders 
on a make-up basis. This way, the 
retailer picks the stock shoes. Any other 
way, the factory gives the retailer no 
choice in what he can buy. 

“In recent years, the factory has been 
doing more for the retailer than ever 
in history and the results quickly re- 
veal what this has done TO him: 
Money — Consumers spend less for 
shoes every year. Per capita purchases 
—A decline every year since 1955. 
14/100 of a pair as of the last report. 
Small? It represents $121,142,000 in 
retail sales formerly made anually; 
now lost. Cost of a pair of shoes— 
Average at retail in 1955 was $4.80. 
Today it is $5.09 and the 334% per 
cent increase in minimum wages hit 
the shoe factories and was absorbed by 
them in 1956. The retailer needs sales 
. . not things to sell. Show consumers 
a shoe they like and they will buy it.” 
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Profile.... 


by ESTELLE G. ANDERSON 





JAMES ORRIS MOORE 


E was born on May 1, 1895. Spent his earliest years on the old XIT 

Ranch in Northwest Texas and he either walked or rode horseback 

from the ranch house to the one-room rural schoolhouse four miles 
away. He was a pharmacist, laboratory technician, tournament tennis player. 
He is now owner and president of a shoe factory. 

What's his name? If we were conducting a quiz program, we would surely 
have our readers guessing. But the photo above identifies our subject. He 
is James Orris Moore, known throughout the shoe industry as J. O. and he 
has jam-packed the past 53 years with as diverse, interesting and exciting 
experiences as you can imagine. 

It started when J. O. was twelve years old and he went to work in a 
drug store in Waco, Texas. He became interested in pharmacy; but first, 
there was his high school education to be finished. He went to school at 
night. In fact, he won a scholarship by competitive examination and went 
on to Daniel Baker College. At 17, he achieved one of his first ambitions. 
He passed his State Board exams and became a registered pharmacist in 
Texas. 

After a post graduate course at Baylor Medical College, he accepted a 
position with the Upjohn Company, one of the country’s leading manu- 
facturers of pharmaceuticals. Later on, while he was helping to install a 
chemistry-bacteriology laboratory at a big state sanitarium in Abilene, Texas, 
he was more or less coerced, by the superintendent of the sanitarium, to 
become a tennis player. J. O. had never played tennis before; but under 
Dr. T. D. Bass’ tutelage and by virtue of an hour’s gruelling practice each 
morning before breakfast, he doggedly persisted and acquired outstanding 
prowess in the sport. He went on to win local and area tennis matches. 

“Ad in” for J. O. His fortunes were on the rise. He met B. L. Boydstun, 
owner of a chain of department stores in western Texas, who told him about 
the greater opportunities and advancement in the merchandising field. He 
sure made it sound good. And it was good! Not only did J. O. join the 
company; he “joined in matrimony” with Miss Willie Boydstun on May 31, 

(CONTINUED ON PAGE 106) 
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Boot and Shoe Recorder PROPHETICS for 7967 


Gazing into the crystal ball of the future, eight leading 
designers create prophetic spring and summer styles 
for this Boot and Shoe Recorder Fashion Series. 


| 
Edited by ELEANOR M. RUTTY 
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NEW PUMP 
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This collection of 1961 eriginal designs by Seymour Troy, for exclusive 
showing in The Boot and Shoe Recorder, reflect the lightness and gaiety 
of the spring and summer seasons. With this feeling in mind, Mr. Troy 
gives his new silhouette an off-side treatment, adding his own special 
on oF original touch by making the topline—and only the outside and quarter 
are area of the topline—the center of interest. Equally in keeping with this 


/ 





feeling of grace and ease is the name of the central shoe, “Opéra 
Comique.” All the other designs are developments of this basic theme. 
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Highlights 
SILHQUETLTES 


The tapered pointed toe, becoming more pointed with each new season, has now 
reached its sharpest point, Evelyn Liparé says. Fashion distinction must now be 
found in other shapes. But, in spite of ever-changing fashions, she still believes 
that the slim, elongated effect will continue for seasons to come. There are other 
focal points of fashion interest, she says. The heel continues to be increasingly 
important, in maay shapes, including hourglass. Variety is in all types of shoes. New 
patterns form interesting silhouettes with openings on vamp, shank or back. 
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Highlights 
LOW HEELS 


Glelitatcie mm lame Slim sb ice mileltis 
leather, all raw edges, flat 
square toe, extension edge 
low stacked heel. Starting 
top: low wedge heel, triple 
needle toe, kid-covered gor 
ing matching shoe; double 
needle toe, luster calfskin 













iddile, right: inside wall toe, 


y* ‘| 
a tapering ‘ at top outside 
a ere eanaer-hi line. 
square back and heel; un- 


ined narrow oval toe, large 
perfs, 15/8 heel; novelty 
heel. the forer art. not shown 
has flat top and longer toe 
than old baby toe; goring 


stepin, platform wedps 








Elinor Bohle has designed this collection of low hee! shoes to meet the needs or 

desires of the many women who cannot find the heels that they must, or want to, 

wear. She offers here a wardrobe of low heel shoes. These include a dressy pump, 

tailored and casual types. She also suggests several toe shapes for further free- 

dom of choice. She shows a square toe on a very low eee heel and a sharp 
y 


needle dressy pump. Very new looking are the elongated baby toe last and the 


wider toe, walled on the inside. 
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Highlights 
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FIDDLE 








“Johnnie” Walsh has chosen the fiddle last as his highlight for Spring 1961. He 
feels that the long, slender look in shoes and the exaggerated pointed toe belong 
with the daringly new clothes and the subtle, uncluttered lines of their silhouettes. 
Freshness in styling, aside from the last shapes, can best be created by new top 
lines, he believes. A shoe on the new heel with flaring lift and with the graceful 
scroll topline, gives the illusion of less shoe. It complements the coming fashion 
silhouettes in apparel with floating panels, uneven hems, mobile waistlines. 








Highlights 
OPEN 






Margaret Clark has developed a theme of open quarters by using geometric cutouts 
—oval and almost triangular—and sling backs with very fine straps. She believes 
in the sandal look interpreted by opening up the shanks. She has used both rounded, 
scooped throatlines and a few square ones. These harmonize with the squared tips 
of the flat, tapered, elongated lasts which have actual square tips. There is a fine, 
delicate look about these shoes; straps are thin, heels are slender and little, 17/8 
in height. They belong in kid, lizard and snakeskin leathers, she feels. 
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Grace Powell likes two themes for Spring-Summer 1961. She likes very open pat- 
terns and she likes textured materials. Her textured materials may be reptile skins, 
lizard or snakeskins; or unborn calfskin made to look like spotted leopard. She likes 
fur very much for considerable areas of the shoe or just as a small trimming, as 
she shows here. The creator of “Naked Genius”, outstanding |. Miller success of 
some years ago, she knows how to design her shoes in such a way that the openings 
become a natural part of the design. This knowledge is applied to all types of shoes. 
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Highlights 

THE 
"“HONED” 
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Beth Levine continues to like the very sharply refined tip—“honed,” 
she calls it. With these shoes she uses very high slim heels. She realizes 
that these will be worn by many girls in daytime shoes since they want 
to look just as feminine then as in the evening. She recognizes that 
for them the office is where they want to make their biggest impression. 
In designing such shoes, she is fully aware that there is a new trend 
developing, quite away from this very pointed toe shape and even away 
from the high slim heels. 
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James Josephi has taken as his theme the flat hee! shoe to wear with pants. All the 
shoes have plain, high-rising fronts because, as he points out, the pants cover the 
front of the shoe. For this reason he concentrates all his styling on the back of the 
shoe where it will be seen. These back treatments cover a range of ideas. Overlays, 
straps with buckles and with buttons and a strap covered by a kiltie fringe tongue 
have a right look for wear with pants. More feminine are the buttons, used in various 
ways. With the continued popularity of pants, the idea of such shoes is timely. 





New shapes in wing tips are being 
introduced in impressive numbers in 
the spring lines. They are entirely 
different from the brogue tips with 
which we have been so long familiar. 

Over both the modified Continental 
and more extreme Italiano lasts new 
tips add to the long, slim shoe look 
in a variety of shapes. They include 
short wings... angle tips... diamond 
tips and heart wing treatments. The 
general effect is sleek and slim. 


Styled slim and upswept with fine perfs 
on wing tip and side seams Stacy-Adams 


Three eyelet derby front on new Italiano 
last, unusual short wing tip Stetson 


NEW WINGS. Focal Point of the Sleek, Slim Look 


Men's apparel fashions for spring Shoe styling paces this trend in High riding effects and controlled 


i 


stress a youthful slimness in sil- variations on basic slipons, derby decoration add to the lean foot look 


if 


houette for all figure types fronts, raglans, Southern bal ties. keyed to narrowed cuffless trousers. 


Three evelet raglan front, accented by Understated seamless five eyelet oxford 
the hand stitched heart wing Nettleton with new stitched angle toe Bostonian 


October 15, 1960 





strap 


nr 
copper 


ariation 


fou runner 


finished buckle 


on 


the 


hand 


ftalian 


stitched 
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runner camp, close fudged edge 


bisihle narrowed 


and turn 


gore, 


in maverick 


Florsheim 


moc last, stitch 
Rand-International 


SLIPONS 


First for Town 


and Casual Wear 


Laceless and gored slipons lead the 
parade of new style shapes 
height, 

They 
through the 


They may be lar 
built 
be perceptibly higher all 
1 with 


aad 


regu 


slightly up tongues may 


forepart, isted new visibie 
ariety of designs 
tong 


top o 


gores in 


Cores inder the 


pl ig 
quarter 


‘ the 


‘i gores a 
new Old 


cized ieather 


tremely promising 


promotional consideration 


Hand-sewn 
category 
made 
of the 


elasticiz 


crimping a introduced to 


«at hieve tni trim fitted effect 


eam Sipons are aiso gain 


» and reflect the 


variety 1! 


summer 


with a 


High 


trim 


front 
fitting 


neu two-piece tramp, 


elasticized collar Metson 


with stitch 
Fre eman 


Voc front side finger gore 


and turn detail, extended vamp 
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Strap, side gore, heraldic hardware a 


young man’s slipon — Calument, Leverenz 


Four eyelet raglan blucher, stitch and 
turn, pert detail Endicott Johnson 


Buttoned topline tabs, throat, two-row stitching accent the narrow look Freeman 


NARROWER FOREPARTS 


Narrowed forepart, tassel tie, California 
moc sear John C. Roberts, International 


Increasing sales of 1 | ilar to the English Teddy Boy mode 
mer lasts have come much or th are selling, literally like winkles, a 
the trade expected six months ago popular prices right now 

Now they are taking new lasts ou There are also new narrowed plat- 
of bins in factories, where their de- eau lasts for hand-sewn shoes. These 
signers have been waiting for the shoes still represent big volume an 
exactly right moment to arrive. include town types and dress casuals 

setter grade manufacturers have as well as true country and campus 
developed variations on the slim-look casuals. . 
Continental lasts which they believe Moc front variations persist as en anaes See nee Aen Geena 
will fit the feet of American men. volume sellers, made over newer lasts Fotmee throat on ee es Pemwin 
While foreparts look slim, many of with guantone, California seam and 
the new last models feature slight stitch and turn detailings. Trim-toe 
shadow walling or chiseled lines to brogues reflect the “London” look 
give character to the finished shoe. 
This also serves the useful purpose 
of providing toe depth without the 


Elasticized nylon suede inserts on this 
high riser’s quarters, left Pedwin 
look of he avy plateau walling. Higher tongue version, three eyelet rag 

Extremely long pointed lasts sim- Jan blucher. stitch and turn Winthrop 
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Llama calf plain toe, hidden gore welt, 
Catalpa British Walker E. E. Taylor 


Right 


gore, lou 


Soft effect in boarded calf, visible 
runner guantone RW evenberg 


Soft grain raglan front blucher, guantone 
stitched French Shriner 


blucher 
Foster 


evelet raglan 


Howard & 


Boarded calf 


ow runner detailing 


four 


raglan 
Eduin Clapp 


four eyelet 


turn 


Fine hoarding in a 
blucher, stitch and 
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SOFTER SURFACE 


..-for the Lighter Look and Feel 


Boarded and finely grained leather 


are being used for spring to further 
the good appearance of shoes made 
over the newer, slimmer lasts, often 
with toes more pointed than any we 
can remember in recent decades 
These leathers with softened sur 
face are not new leathers. They are 
modern tannages of old willow, box 
calf and boarded leathers made with 
fine creasings to pull out in lasting 
so that the 
smooth. 


Unlike familiar pebbled and Scotch 


leather appears almost 


grains used in the past, the grainy 
surface is not the important thing 

it is the surface softening that makes 
for better shoemaking over the new 


aight cements and 
ighter 

erved by 

surfaces in leather 
Smooth leathers will be the biggest 
ime for regular shoes of Goodyear 
welt construction made over modified 
Black is still the 


in both 


narrow toe lasts 


colors smooth 


softer 


leader over 


leathers and types 
judging by 


Color is 


saies 

creeping up. It shows a 
gain here and there, in slipons espe 
are all good 
Maverick is the 


volume color. Catalpa is outstanding 


cially. Olive browns 


Royal oak is volume 
in shrunken Llama type !eathers. 
Recorder 
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“WHITE WITH” 


..-Promotion with a Future 


Black with white, brown with white 
and all white shoes have been rather 
eclipsed in recent seasons by other 
types of spring-summer shoes. Woven 
and perforated styles, dressy casual 
types which can be worn from early 
spring through hot weather have had 
the play. They are admittedly cool, 
appropriate with summer clothes and 
they too share the new look for the 
coming season when made over the 
new narrower lasts. 

However, our immediate concern is 
the color-combined-with-white 
Its popularity may well have waned a 
trifle little 
emphasis has been placed on it in an 


shoe 


because too promotion 


appropriate setting. In most styles, 


this is a style for mature men, a 


Custom look in washable white shrunken grain calf accent on brown 


handsome, season-right accent for a 
quality wardrobe. In that framework 
it should be featured as the truly 
important dressy leisure shoe it is 
and coordinated with the white trend 
in slacks now forecast. 

White washable leather plugs make 
combination whites more saleable. 
These new leathers are grained or 
shrunken tannages, treated to clean 
easily by simple sponging. They are 
used with colored leathers in plug 
and panel styles, largely in slip-ons, 
with or without gores and in a few 
derby front bluchers and raglan front 
effects. 

The whole appearance of these new 
stylings is lighter than the former 
combinations, a bid for new sales. 


Vunn-Bush 


with perfs 


White touch on burnished olive detailed 
City Club. International 


discreet piping 
Vunn-Bush 


relieved with 
I dgerton, 


{ll white 


on tongue 


White shrunken grain apron, with wing tip 
and quarter oak brown, left Nunn-Bush 
Mudguard folded {ipine 
blucher, white grain is washable larman 


front two-eyelet 


This presentation 
prepared by 
GERVASE N. BUTLER 
and 


RUTH H. KERR FRIES 


White with...the best liked browns 
in combinations are maverick, brown 
olive, burnished olive, oak brown, 
hemlock and the new dark green-black 
Catalpa. The old British tan and 
white is seldom used and the reddish 
types such as meerschaum are not 
detailed. 





Newest Hush Puppies version has double 
visible gore, brushed pigskin Wolverine 


Shrunken grain blucher with low guantone 
stitch accenting flexibility L. B. Evans 


Contrast in brushed leather with smooth lace-stay and topline Howard & Foster 
Glove tanned natural deerskin in a strap 
slipon with functional DD ring Culver 


Glove tannages on cowhide, horse 
forging 
¢ 


ahead in sales of new casual shoes 


and heavy lambskins are 


These leathers are new versions of 


the genuine deerskin type which is 


lso very much in the picture. They 


are all mellow, soft and sturdy enough 


to make the flexible, pliable shoes 
favored by many Favored 
Preferred constructions for these antique 


new-era casuals are straignt cement, 


silhouwelts, hand-sewns, stitchdowns 


jold piping details moc and topline in Variety spices brushed treatments. In the 
a glove soft blucher—Moc-Abouts, Nashua center —Winthrop. Right and left— Jarman fies dado 
’ " for spring ‘¢ 

cloud light biend 
wool and Orlon*® 
tereall pattern color 
Willow Leal ane 
ing Blue 
Courtesy: Friedes 
socisies, Inc.. N. ¥ 
Leathers underfoot 
Brushed, Allied Kid 


1 others from Eiser 





Boys’ Spring Shoes Will Highlight Slim Look 


OW to separate the boys from the men? That is 
the The Don’t try... be- 
cause the preference for adult styles and patterns 


question. answer 1S: 
seems to be increasingly popular in the boys’ shoe cate- 
gory. The trend is definitely toward the slimmer, trimmer 
lasts and lighter constructions. The missile toe is appear- 
ing in more and more lines. Slip-ons are expected to be a 


aa 

Vv 

ad ‘ 
) 
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" 
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At right (reading from left to right); Tapered 
look is interpreted in Five Star's missile toe slip- 
on with pearl button trim; International Shoe 
Company's Norwegian type slip-on; Godman's 
Old Pal high riser; Step Master's moccasin type 
oxford with raised stitching. 


dominant pattern in the boys’ spring shoe selling picture; 
and the variations will stem from treatment and detail- 
ing. There will be “boxer” elasticized top lines, concealed 


gores, inverted seams, Guantone stitching, high risers. 


The moccasin type, 3-4-5 eyelet oxford, is still the classic. 
I : 


Color emphasis will be on black, brown and neutrals in 


polished leathers for dress; textures for sport shoes 


by ESTELLE G. ANDERSON 


it left (reading from left to right); 
Shoes with built-in potentials: 
Gerberich Payne’s Gold Coin in black 
polished leather; Kreider’s Foot King 
in 5-eyelet plain toe; William Brooks’ 
instep strap step-in with self-buckle; 
Huth-James’ concealed gore slip-on. 


sales 


4t left (reading from left to right); 
Classic and lighter in construction: 
Ephrata’s black and white with perfed 
plug; Child Life’s brown and white 
moc-type oxford; Edwards’ five-eyelet 
moc-type; Ed White Juniors’ perfed 
shark wingtip; Genesco’s Storybook 
moccasin front oxford and Acrobat’s 
boxer top. 





It’s Spring and Time for a Tonic... 


ANUFACTURER’S of children’s shoes have 

been faced with a double-edged dilemma. How 

to incorporate into their shoes all the correct 

: eta fitting features so necessary for young and growing feet 
nothing does it like and, at the same time, to follow the style dictates of the 


a pair of fresh, shiny new shoes. young customers. In this modern jet era, youngsters 


Just imagine the excitement and know what they want and you can’t talk them out of it; 
especially when it is a question of their apparel, shoes or 


joy of making a choice. accessories. They want all the excitement and fun of 
making their own selections. They want shoes for parties, 
for dress up, for sports and for play. Invariably, what 
ee = ween they choose resembles, as closely as possible, what the 
by EST ELLE b. ANDERS( yN older girls and boys are wearing. It all starts at the top of 
the pyramid, with the adult style sophisticates and then 
percolates down through the collegiates, the teens and 
the children. 

The trend for spring is definitely toward the more 
tapered toe. Manufacturers have used wood that has the 
tapered silhouette and still allows the standard measure 
ments for the ball of the foot. The net result is a happy 
combination. It gives the youngsters the tonic of new, 
styleful shoes and also reassures parents that their chil 


dren’s feet are correctly shod 


Ly 2 
» 

Strap Variations in Patent and Lustre 
(Photo above; reading left to right) 
Stride-Rite’s black patent with cutout detail; 
International’s black patent with butterfly 
bow; Trimfoot’s black patent baby Cameo; 
Blue lustre kid Dress-Up by Alexis; Black 


patent swivel strap and cutout vamp detail by 
American Juniors. 


(Photo at left; reading left to right) 


Endicott-Johnson’s two-strap black patent U- 
throat; Double instep strap Show-Offs by Ed 
White Junior; Rockingham’s Beau-Ties in 
black patent; Five Star's black patent with 
sabot strap. 
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.. » New Shoes Are a Patent Booster 


PRING ‘61's crop of children’s shoes will sprout 
many new varieties. 

There is no question about the fact that black 
patent is still the perennial favorite. It is featured in 
almost every line; and when the patent isn’t black, it 
is red, blue or most any other live color. There are 
slipons, instep or swivel straps and Mary Janes with 


perennials, annuals and 


outside, squash or Queen Anne heels. 

The annuals are represented by the conventional pat- 
terns: half-bals, ghillies, 
kilties, softies, pouch patterns in everything from nylon 
velvet to lustres; smooth kid and calf; soft, glove-like, 


one-straps, saddles, bals, 


small grain leathers. 

As for the new varieties that are coming up, there 
are: one, two and three-eye Theos, wide sabot straps, 
new wall, sculptured, tapered, square toe lasts. Design- 
ers can often transform the conventional or classic to 
the new variety by a bit of ingenious treatment. 


any 
ay ‘ pny 


syn 
WP) 
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Color, of course, will be the important ingredient or 
fertilizer. Included in our collection here are the soft 
shades of spring honey browns, the very early light 
greens, reds, blues, combinations of colors, bone, white. 
There are others that we don’t illustrate but that will 
undoubtedly crop up in the spring and summer chil- 
dren’s shoe picture—such colors as: pink, blue, yellow, 
sand, gray. 

Patch saddles allow limitless opportunity for combina- 
tions of colors. In fact, patches have been so well ac- 
cepted on saddle oxfords that manufacturers are adapt- 
ing them to the classic or conventional strap oxfords, 
to give them a better, more current style appeal. 

Some miniscule quotes from manufacturers: 
the flexibility lightness of the Silhouwelt 
structed U-Bal.” “One-eye tie with elastic lace is a 
copy of a college girl’s shoe.” “Greater pairage in 
‘off’ colors.” Manufacturers look forward to a good 


spring business. 


“Note 


and con- 


Left to right, Slipons are a dominant fac- 
tor—as exemplified by the red patent 
Dress-Up by Blue Star's black 
with pearl button trim; Cham- 
with gros- 


Alexis; 
patent 
bord 5 
grain bou Py 
tailed slipon in black patent; Billiken’s 
black with 


color trim. 


patent dance pump 
Storybook’s dressmaker de- 
compose 


“Candy” patent 


oil 
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Left to right, Lightweight and colorful casual 


varieties: Jumping Jacks new-green l-eve Theo; 
International Shoe Company's soft casual with ‘ 
t, 5 
i tg 


swivel and instep strap; also softie slipon in 
white buck with gilt-evelet buckle trim; Dr. f 
Posner's white with black sabot saddle; Jump- 7 


ing Jacks slipon, white piping around plug. 
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New Shoes and Spring — an Ideal Pair 


LTHOUGH the classic or con- Style, color, new treatments, de- 

ventional oxfords, intended tailing and trim have been added. 
for sturdy, rough wear, have All this has helped take these shoes 
been lightened by modern shoemak- out of the bulky, heavy category and 
ing processes, they still retain their given them the modern trim, light 


shape and good looks. look 


: ria 


Above, left to right, Foot-Traits’ blue brushed pig patch 
saddle; Edwards’ black and white patch saddle; Pied 
Piper's patch treatment on conventional strap style; 
Dr. Posner's black and white shoe with adjustable 
snap buckle; Simplex-Flexies in alligator calf kiltie 
fongue 


Left, left to right. Miss Sandler—inverted strap slipon 
with inverted strap treatment and pearl button trim; 
Robin Hood's fringed ramp, pouc h pattern; Lazvbones’ 
bone slipon with black stitching; Buster Brown's 
pouch pattern 


ik ae % 


UNE wera 


Right, left to right, White with 
black ghillie by Fleet-Air; Julius 
Altschul’s gray and black ghillie; 
Pro-tek-tiv’s black nylon velvet half- 
bal; Kali-sten-iks brushed leather 
bal in spring light brown; Black 
and white saddle by Willits. 





DEALERS 
WITH AN 
EAR 
TO THE 
GROUND 


‘ trots On CHILDREN 


SEE US AT THE NATIONAL SHOE FAIR, PALMER HOUSE, ROOMS 904-905 
EBY SHOE CORPORATION ® EPHRATA, PENNA. 
New York City Sales Office: 924 Marbridge Bldg. 


thy? 
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A STATEMENT 

by LOUIS J. SCHAEFER 

General Chairman, National Shoe Fair 
Vice-president, Brown Shoe Company 


The forthcoming National Shoe Fair is 
destined to be the largest attended Shoe 
Fair in history. Why? Because in all the 
years of retailing, the evolution now going 
on in the distribution of shoes is fast ap- 
proaching a pattern of development that 
will set a new pace for the years ahead. 

Retailers genuinely interested in the 
progress of their business find it essential 
to keep abreast of these important changes. 
They are in the majority—and they will at- 
tend the Fair. 

We consider the National Shoe Fair as a 
clinic. Doctors inform us that today more 
healthy people go to clinics for a check-up 
than ever before. The Shoe Fair may thus 
be regarded as a “business health clinic.” 

The new era of shoe business ahead is no 
longer to be just a competitive situation 
where shoe retailer is selling against shoe 
retailer. It has become a whole industry 
challenge to obtain a due share of the con- 
sumer dollar. 

We have reached a point where it is not 
only a matter of shoes pitted against other 
products in a bid for shares of the con- 
sumer dollar. It is also a matter of crea- 
tive ideas in merchandising, selling, promo- 
tions—ours pitted against theirs. 

The Shoe Fair, as a vast reservoir of dy- 
namic new selling ideas to meet the New 
Selling Futures confronting shoe business, 
stands as this industry’s official launching 
site into an exciting new epoch—provided 
we take advantage of an opportunity that 


now looms greater than ever. 





NATIONAL SHOE FAIR 
Chicago October 23-26 


Stands for 


HE heavy flow of buyer-retailer traffic to the 
National Shoe Fair in Chicago this year may have 
one particular motivating force behind it: uncer- 
tainty about 1961 shoe business Retailers admit that 
“a clearer sense of buying and programming direction” 
is now of tremendous importance as they prepare to 
move into a “foggy” 1961 And the Shoe Fair, they 
declare, is the best market place—from a standpoint of 
timing, size and activities—to serve as a guide 
Going into 1961, shoe business—both retailing and 
manufacturing—is confronted with the challenge of re- 
tarded sales. The current year is expected to finish off 
with production down by about eight per cent. Unit 
sales at retail are also expected to show a decline of 
about the same amount—though higher prices may 
bring a break-even level with 1959. 
Nevertheless, inventories at retail are reported “nor- 
mal” and even subnormal in many instances. As pro- 


lers have been selling from 


duction figures show, retai 
inventories, with relatively sparse refilling from manu- 
facturers’ in-stocks. 

Putting all these conditions together, they spell a 
strong attendance potential at the coming Shoe Fair. 
Retailers need shoes for inventories—and to move into 
the spring season with a strong selling hand to counter- 
act the probabilities of buying lethargy on the part of 
consumers in early 1961. 

An active program of many varied interests to attend- 
ing retailers has been put together by the National 
Shoe Fair Committee. Among the highlights: 

Arthur Motley, president of the U. S. Chamber of 
Commerce, and president of Parade Publications, will 
be the speaker at the official opening Breakfast, Palmer 
House Ballroom, Monday, October 24. One of the na- 
tion’s best-known speakers, and a keen analyst of retail 
business trends, his talk will project the business out- 
look for 1961. 

Mr. Motley is being given a special award at the Fair 
as “Businessman of the Year.” The Shoe Fair is also 

(CONTINUED ON PAGE 122 
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MERRILL A. WATSON, 


Executive Vice-President, NSM A 


EDWARD J. McDONALD, 


Executive Vice-President, NSRA 


New Selling Futures.... 


The National Shoe Fair is the best place for getting a clearer picture 
of what's ahead for 1961. Heavy buyer-retailer traffic is expected. 


PROGRAM 


SUNDAY, OCTOBER 23 


12 Noon to 4 P.M. Third Annual Shoe 
Retailers Conference, Grand Ballroom, Con- 


rad Hilton Hotel. 


12 Noon, North American Factory Man- 
agement Conference Women’s Panel, NSMA 
Suite, Room 1850-W, Palmer House. 


1 P.M. NAFMC Men’s Panel, National Shoe 
Manufacturers’ Association Suite. Room 
1850-W, Palmer House. 

2:30 P.M. NAFMC Children’s Panel, NSMA 
Suite, Room 1850-W, Palmer House. 
3:30 P.M. National Shoe Manufacturers’ 
Assn. Market Research & Statistical Com- 
mittee Meeting, Palmer House. 

1:30 P.M. NAFMC Committee Meeting, 
Dining Room 9, Palmer House. 

> P. M. National Shoe Institute Advertising 
& Promotion Committee Mecting, Palmer 
House. 


5:30 P.M. to 7:30 P.M. Open House, Grand 
Ballroom, Palmer House. 


MONDAY. OCTOBER 24 


8:15 A.M. Official Opening Breakfast, Grand 
Ballroom, Palmer House, Arthur H. “Red” 
Motley, President U. S. Chamber of Com- 
merece, Featured Speaker. 


October 15, 1960 


5 P.M. Mid-Season Shoe Fashion Conference 
Committee Brief Meeting. Palmer House. 


6 P.M. National Shoe Retailers Association 
Nominating Committee Meeting, Palmer 
House. 


7 P.M. NSRA Finance Committee Meeting, 
Palmer House. 
7 P.M. National Shoe Travelers’ Associa- 


tion Golden Anniversary Party, Boulevard 
Room, Conrad Hilton. 


ESDAY, OCTOBER 25 


8 A.M. Shoe Women Executives’ Breakfast, 
Sheraton-Blackstone Hotel. 


12 Noon. NSI Board of Trustees’ Meeting, 
Palmer House. 


1 P.M. NSMA Finance Committee Meeting, 
NSMA Suite 1850-W, Palmer House. 


5 P.M. to 7 P.M. NSMA Annual Member- 
ship Meeting, Foyer to Grand Ballroom, 
Palmer House. (NSMA Members Only) 


6:30 P.M. NSRA Board of Directors’ Meet- 


ing, Palmer House. 


7 P.M. NSMA Board of Directors Meeting, 
Crystal Room, Palmer House. 


WEDNESDAY, OCTOBER 26 


8 A.M. Fair Committees for the Associa- 
tions, Crystal Room, Palmer House. 


3 P.M. Trade Relations Committee Meeting 


(NSMA & NSRA), Palmer House. 





TEMP 


Symbolic Thermometer 


of Business Heatth and Growth 


The Bottom Line... 


EDITOR'S NOTE expense rate than do the independ 

. : " . ; ante hal: > » ohy 8 2em to 
The data in Mr. Friedlande ents. On balance, the chains seem 

analysis and report on Turnover, E lose in the net operating percent 


penses Markup and Profit were ages. In other words, their gross 


- . . _ “hit « ant > 2< ot « > . 
drawn from a survey which Boor Prot advantage does not offset thei: 


AND SHOE RECORDER conducted 
April and May among a representa- 


expense handicap. Outnumbered in 
our reports by 2 to 1, the chains are 

et atic ‘ still able to drag the &.1' rofit o 
tive list of its inde pe nde nt and chain lili abie to drag he 5.1 pron ( f 
} independents down to 4.8 for all 


stores. 


}- 


family and specialty store subscri 
This surve y has heen conducted 
annually for the past three years va nly fair to note that 
profit figures must be taken with a 
little grain of salt. Certain costs and 
comparisons with prior incomes may be variably handled 
dicative of the trade. Our above and below the operating profit 
concern is with the inferences which line However, one of the chief 
may be drawn about the practices, , of confusion. that of pay- 


sources of 
hie 4 rave of thinking vy h 
habits and way f thinking which roll, does not seem to explain the 


rover + a a erations of al > " , 
govern the operations of sh difference. Nor does advertising. 


JOSEPH S. FRIEDLANDER — TS and to compare them by Kind of 4 close look at Table 1 indicates 


hat rent may be the chief source 


f exnense iffere > > 2en chai 
F the percentage of Operating NOTES ON TABLE 1 ay tence ony tehigp “atcoepaminaage 
Profit were, of itself, a true mea- EXPENSES 
ire of business success, we 
ay that our reporting shoe 
had a good year in 1959. The 
or all stores moved up from 
of sales to 4.8. All independ- TABLE } 
ents were up from 4.7 to 5.1; family 
stores from 4.2 to 4.6; and family in- 
dependents from 4.3 to 5.0. 


and independents. While the median 
figure for independents is 4.2 if 

: ing t — sslatea - sales. the nercent » for hains 
l1uIng Oo accumuiate 1 evi aies, ne percentage rr cnain i3 


that the chains work with ; ver 6—thus pushing the figure for 


+ 


higher gross profit rate and a higher combined stores up 1.7 


MEDIANS 
ee UNWEIGHTED 
_ : ; AVERAGE 
But gross profit medians increased ALL ALL FAMILY FAMILY FAMILY 

: STORES INDEPENDENTS  sTORES INDEPENDENTS | INDEPENDENTS 
by higher percentage differences 
than resulting net profits indicate. MET SALES 100.0%. 100.0%» 100.0% 100.0% 

9 +h: on ° . less cost of oo : ae . 

From this it may be inferred that net of freight and discount 62.7 oe | 022 623 
sales were good by comparison with 
4} . bs GROSS PROFIT | 37.3 384 37.8 37.7 
he prior year, since there is a strong 

rrelation between increased sales exvenses = 
and better merchandise margins. PAYROLL (including 103 

owner's solery) 


SA We 


That some of this gross profit bo- RENT 7 ; —" 


nanza was lost on the way to the ADVERTISING - i 2.7 
bottom line is due, as usual, to an — oa Soa vr 
increase in expense rates. TOTAL EXPENSES | 339 32.6 33.0 

Because of the nature of our sam- OPERATING PROFIT ae 5.1 46 
ple and the year to year change in SELLE EES a tacaicaain 


its composition, we do not set forth to the whole as do unweighted overages 
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A Report and Analysis of Phase 3 of Boot and Shoe Recorder's 


Continuing Study: Turnover. Expenses. Markup and Profit 


> 


— Operating Profi 


A Measure of Production Effort and the Juice for Future Growth 


by JOSEPH S. FRIEDLANDER 
Lecturer, Bernard Baruch School, C.C.N.Y. 


The seek 
highest traffic locations is well known. 
But from a_ productivity of 
view, it could possibly be said that 
locations do not yield enough 


tendency of chains to 
point 


their 


sales dollars to completely cover the 


paid—at least not by com- 


prices 
parison with the independents. 
To illustra 


reciprod al of expense 


te the point, we use the 


cost to sales as 


Thus, if the 
percentage of independents is 
to l (] 042), the re 


be interpreted as $24 


a productivity figure. 
rent 
divided in 
sulting 24 may 
sales coincident with every $1 spent 
rent. By a computation, 
said that the median chain 


on similar 
it may be 
store location produces only $16 of 
sales per $1 of rental cost. For fam- 
le, the rent dollar 
and for family 
independents the figure is highest of 
all—almost $30. 


, 
liv stores as a wh 


produces $25 in sales; 


TASLE 2 


In that satchbucket which includes 
all expenses other than payroll, rent 
and advertising, the chains again run 
a higher cost than do the independ- 
In this category 
like state and local taxes and 
licenses which are largely outside the 
control of the merchant. Not so, how- 
ever, are accounts like light, heat and 


ents. are certain 


costs 


power, supplies, insurance, etc., 
which can either be watched closely 


r expended carelessly. 
NOTES ON TABLE 1 
GROSS PROFIT 
Gross profit is hard to 
because of the mix of merchandise 
involved, pricing policies and buying 
power. Table 2 
evidence that larger businesses use 
whatever edge they may have in buy- 
ing power to generate higher gross 


evaluate 


indicates no clear 


profit rates. But chains persistently 


PROFIT ELEMENTS AS PERCENTAGE TO SALES 
FAMILY INDEPENDENTS BY STORE SIZE GROUPINGS 


SIZE OF 
AVE STORE 
| % 

38.7 | 
4 
37.8 | 


| 
+ 


$ 57,000 
72,000 


84 000 35.8 


+ 


190,000 384 


100,000 


UNDER $40,000} 


$40-59,999) 43 
+ 

69 | 

| 


60-79,999 | 


t 
80-99.999 47 


25 


[over $100,000 


All figures ore unweighted averages of reported dota 
of stores in each of the groups numbered from 1 to 4 


2. There ore an equal number 


| PROFIT PROFIT) EXPENSE 


ADVER. 
PAYROLL | RENT | TISING 
*» | % 





18.2 3.3 2.5 
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show higher margins than do the in- 
dependents. Table 6 (Markups), page 
gives chains a definite 
tage which they do not lose by ex- 
(Table 7), page 


99 advan- 
cessive markdowns 
126. 

The same relationships appear 
when comparing family independents 
and chains, where the mix may be 
said to become more similar. But 
this does not necessarily follow. It 
may be that chains do a higher pro- 
portion of their business in those 
women’s shoe categories where mark- 
ups are high and mark- 
downs not high enough to destroy the 


relatively 


advantage. 
The answer is not likely to be 
found in pricing because chains price 
competitively. It could be, however, 
that chains more flexible and 
creative about the mix of fashion and 
quality factors which determines the 
price appeal of their product to the 
ultimate consumer. And it could also 
be that a more uniform handling of 
cash discounts might account for 
some of the gap. If they are credited 
as “other income,” they reduce both 


markup and margin figures. 


are 


TARGETS 

Up to this point we have been talk- 
ing about the performance of the 
middle store in each group. Half the 
group does better and half worse. 
But what of the merchant who seeks 
a better goal than mediocrity? For 
him we offer the following top quar- 
tile performances. These are not the 
highest reported figures. They are 
the bottom of the top quarter of re- 

(CONTINUED ON PAGE 108 
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ive Steps to Faster Sales 


Periodically, a merchant should choose a few elements of his operation 
and set up a special drive to improve them. This article outlines a five- 
point program for improving the promotion of sales. And if you 
don’t realize the magnified effect on profit from small plusses in sales, 
take a long look at Table 9. 


T IS because a substantial per- 

centage of sales in most shoe 

stores are made in concentrated 
spurts totaling very few hours that 
there is a need for more expert plan- 
ning of the selling function. Con- 
fronted by the need for handling 
more than one customer at a time, a 
shoe merchant or salesman soon sees 
the need of finding ways to speed up 
selling without giving the customers 
the impression they are being rushed 
or “high pressured” into making 
hurried decisions. 

Faster selling does not mean 
faster talking or taking short cuts 
that are destructive of good will. 
Quite the contrary, it places its 
greatest emphasis on an attitude of 
helpfulness and the elimination of 
time-consuming procedures which do 
not materially aid the selling 
process. 

Faster selling is accomplished in 
two ways. First, pre-selling the cus- 


Table 4 


by HARRY E. COHEN 


Marketing Consultant and Supervisor, Marketing Management 
Evening Session, Bernard Baruch School of Business, C.C.N.Y. 


tomer before she comes into the store 
and second, utilizing a more expert, 
professional handling of the 
tomer once she enters the store. The 
following five essential steps can go 
a long way toward helping the sales- 
man and merchant achieve smooth- 
er, faster and more resultful selling. 

1. Start your selling in the 


cus- 


win- 
dow. 

A beautiful window attracts atten- 
tion. That is as it should for 
unless the prospective customer sees 
the window display and the shoes in 
it, much of the sales building poten- 
tial of that window is lost. Merely 
showing a pair of shoes in an attrac- 
tive surrounding does not help the 
merchant realize the full 
the display. 

In fact, this is really just the be- 


be, 


value of 


EFFECT ON PROFIT FROM 5% SALES INCREASES* 
BASED ON GROUPS 1 to 4 in TABLE 2 





| $72,000 | 


| Group 
3 


4 
+ 


—+——— ---4 
| $100,000 


69 | 3.7 54 


| 
T 
+ 
$84 nal $190,000 
| 


4 =| 








ginning of the selling process. The 
must be able to answer a 
questions that 
the customer’s mind. A customer 
might well ask herself, “I’ve got 
enough shoes. Why buy more?” Or 
she might say to herself, “Yes, these 


display 


number of exist in 


. and then 
there 
was nothing to tell her what joy she 


are good looking shoes.”’ 


do nothing about it because 


would receive by getting a pair of 
these new shoes. 

A package in a grocery store care 
fully the package 


and what 


states what's in 


benefits the customer will 
enjoy by purchasing and using the 
product. The window display is also 
an advertisement that shows what is 
but too often 


what these 


available in the store 
neglects to point out 
will do for the 
that to the 
agination. 


Pre-selling can begin in the win 


shoes custome! It 


leaves customer's im 


dows by creating a stronger buying 
mood. Developing this mood is best 
done by appealing to buying motives 
of customers. Since buying motives 
for shoes include comfort, utility and 
prestige (which is just another way 
of describing the 
leadership or conforming to curren‘ 
fashions), it follows that 
displays should stress one or more of 


result of style 


window 


these buying motives. 
For example, a pair of shoes placed 
If the 


pillow is luxuriously covered it addi- 


on a pillow suggests comfort 


tionally suggests luxurious comfort 
This would appeal to some people 
and the appeal might be sufficiently 
these 
Similarly, im- 
find 
ways to appeal to the same as well 


strong to induce people to 
come into the store. 
aginative display can unusual 
Customers 
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as other buying motives. 
(CONTINUED ON PAGE 
Recorder 
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Turnover | 


Turnover measures the sales productivity of the inventory investment. 


Fat cats on the shelf produce very little noise in the cash register. 


OW many of the styles you 

buy sell out in six months? 

Any purchase selling at this 
rate would tend towards producing 
six months—or a 
of four turns a year. 

For 
moved with this velocity, its inven- 
zero at the end of a 
Using a common 
would add 36 (opening 
closing stock) and divide 


two turns in rate 


example, if a 36 pair run 


torv would be 


six month period. 


method, we 
stock) to 0 
by two, getting an “average” inven- 
tory of 18. If sales of 36 were di- 
vided by the “average” inventory of 
18, the result would be two turns for 
the six month period. 
If one third of 

moved with this 

third sold out in 8 months (3 turns 
and third sold 


annually), 


inventory 
another 


your 


velocity, 


a vear another out 


in 12 months (2 t 


irns 
r inventory would be generating 
In other words, 
of $3 in 


invest- 


ns a vear you 


be getting a return 
_ sles for 


ment in inventory at retail 


each dollar average 
8 and 12 months are not 
which to sell the 
ild hardly be 


Surely 6, 
short periods in 
goods you buy. This wo 


described as a rushing velocity, yet 
it would produce 3 turns for the vear! 
How then could get 
t ” One way would 


iy ~ 


you down to 2 
be to have 
two more parts in your inventory, 
each equal to each of the three equal 
If one 


of the new parts then yielded a turn 


parts previously mentioned. 
of 1 and the other merely rested on 
the dust for a 
vear, you would get down to 2 turns. 

To summarize the situation, we 
present the res in the table at 
the top of the next two columns. 


shelves, gathering 


figu 


dif- 
ferent and more complicated combi- 
But there the 
heavy draggers like groups 4 and 5. 


For each retailer there is a 


nation. are always 
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Average 
Inventory 


$ 8,000 
8,000 
8,000 
8,000 
8,000 


Total $40,000 


Annual 
Sales 
$32,000 4 
24,000 3 


16,000 2 
8,000 l 


$80 


Annual Cumulative 


Turns Turns 


000 0 
000 2 





with 
were 


If they had been acted upon 
necessary force while they 
still young in the stock, they could 
have produced much more sales dol- 
which, 


goods, would have brought more dol- 


lars reinvested in newer 


lars of sales and profits. 
MONEY TIED UP 
IN DEAD STOCK 
Consider group 5 for example. It 
will produce nothing to speak of in 
the next six months. If it 
disposed of now, for one fourth of 
would produce 
Reinvested in new 


could be 


retail value, it 


$2,000 in 


its 
cash. 
shoes at 40% markup it would buy 
of goods at retail. 


$3,333 


These shoes would then produce 
$1667 in and (at 38%) $638 
in gross profit during the next six 
months, instead of squatting on the 
shelves while lapping up time, space 
This is assuming that 
no faster 

average 


sales 


and 
the 
rate 
of 2. 
For 
problem 
Some will argue that money is not 
that scarce, and that the dead stock 
does the purchase of 
needed new merchandise. When slow 
sellers are not too great a drag on 
the resources this may partly 
true. But it is never wholly true. 
for 


money. 
turned at 
illustrated 


new shoes 


than our 
illustration, the 
simplified. 


of 


been 


pu rpose 


has over 


not 


prevent 


be 


There is, every business, a 


sort of traditional size to the inven- 
its year to year relation 
with sales. When that size of stock 
becomes noticeably too large, a re- 
strictive psychology takes hold. With- 
out any other reason, this suffices 
to pinch the pipe line of new sup- 
plies; to attempt a spinning turn 
of best sellers while the situation 
is being too slowly corrected. 

Furthermore, experience has shown 
over and over again that undue pa- 
tience with inventories is a progres- 
sive When the symptoms 
become clearly noticeable it is too 
late. If the business can then with- 
stand the required radical operation, 
it may live—all too often it dies. 

NOTES ON TABLE 3 
PAGE 120 

In a year when sales were good 
and gross profits up, there should 
have been an improvement in turns. 
Our reports did not reflect a definite 
pattern in this direction. Actually, 
the medians for all categories were a 
trifle smaller than those for last 
year. This difference may have been 
due to the increased proportion of 
smaller stores in our sample. 

Too many stores still give evidence 
that they do not really know their 
turnovers by category. Nevertheless 
there is an encouraging tendency to 
from the glib figure of 2 
The medians for men’s and 

(CONTINUED ON PAGE 120 


tory in 


disease. 


depart 
turns. 
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Merchandise 
Margin 


Merchandise Margin or Gross Profit is a measure of the productivity 


of the merchandise assortment and the efforts to keep it moving. 


EPORTS on merchandise mar- 

gin ranged all the way from 

29% of sales to 50%, a fact 
which indicates a great diversity of 
ideas about how to win friends and 
influence profits. Of course, 82% of 
all reports fell within the limits of 
33 to 42% of sales, with 9% drop- 
ping 33% and 9° rising 
above 42%. 

No chains reported below 33% of 
sales and only 4% of independents 
ran over 42%. Since the merchan- 
dise mix influences the margin 
greatly, it is helpful to isolate the 
data for family stores where the mix 
is more uniform — although by no 
means completely so. 

The range for family stores ran 
from 29% to 48% of sales, with 83% 
of reports concentrated between 33 
and 42% gross profits. 12% 
33° Margin (no specialty stores 
were in this low bracket). 5% of 
family stores reported margins of 
greater than 42°. Neither family 
independents nor family chains con- 
tributed significantly to the margin 
reports of more than 42. 

On the whole, except for chains, 
margins seemed much better than 
last year’s. However, this comparison 
must be discounted for mix of stores 
and for the increasingly successful 
attempts to clean up the variable 
practices with respect to incoming 
freight and cash discounts. 


below 


ran be- 
low 


FREIGHT AND CASH 
DISCOUNTS 
In this survey the attempt is to 
report gross profit as net of freight 
and discount. With respect to the 
former the problem seems to have 
been solved. Where freight was re- 
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ported in expenses, the amount was 
added to cost of goods sold and sub- 
tracted from the total expense fig- 
ure. 

The median freight bill runs 1.1% 
of sales, with 25% of stores report- 
ing less than 0.9% and another 25% 
reporting over 1.6°. This last group 
was comprised almost entirely of in- 
dependents. 

While reports this year were 
cleaner with respect to combing cash 
discounts out of markup and cost of 
goods sold, more work remains to be 
done. And the actual reporting on 
percentages of discount was not 
enough to formulate typical figures. 

Where the discount is handled 
makes a difference all the way down 
the line to net operating profit. In 
the “retail method” there is a dif- 
ference in both markup and margin 
depending on whether discounts are 
figured right in the markup deter- 
mination or held out for addition to 
the separately computed gross profit. 
Furthermore, some stores handle dis- 


TABLE 5 


counts below the net operating profit 
“other income.” This, of 
course, deflates the operating 
profit figure even though it has no 
effect on “‘net profits before taxes.” 


MARGIN As RISK REWARD 


It has been stated that “Markup 
because all other 


line, in 
net 


is the Paymaster” 
including markdowns and 
shortages, must come out of the ini- 
tial markon. But if markup is the 
paymaster, margin is the “paycheck.” 
It represents what is actually left 
with which t bills after the 
attrition of time has hacked off some 
of the markon via markdowns 


costs, 


pay 


and 
shortages. 

Thus gross profit the 
productivity of the merchandise as- 
sortment not on the shelf but 
after it heen sold. And, when 
skillfully handled, the riskiest mer- 
chandise often seems to produce the 


represents 


has 


best margin rates in the end. Women’s 
shoes, for example, with all the mark- 
CONTINUED ON PAGE 119 


GROSS PROFIT AS PERCENTAGE OF SALES 


Middle Figure 


Range of Middle 
Half of Stores 





All Stores 


38.6 35.5-41.0 





All Independents 


37.3 34.5-40.0 





All Chains 


40.0 38.5-42.0 





All Family Stores 


38.4 35.0-40.2 





Family Independents 


37.8 34.5-39.8 








Family Chains 


34.5-41.6 





38.9 








Note on “Middle Half”: 25% of reports were below 
lower figure — and 25% were above top figure. 
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Markup and Markdown 


The fruits of ignorance may be shrivelled sales 
and/or shrivelled margins and profits. 


UR reporting stores are slow- 
ly recovering from forty- 
percentitis in markup. But 

there are still far too many who re- 
fat round numbers like, 38, 


etc. 


in 

10, 
report 
that 
information 


port 
39, 


we 


Once again, therefore, 
markups in great detail 
who seek may find 
more from the way 
data cluster around the medians than 
from the medians themselves. 


those 


80 


think 
they are doing may not far 
removed from what is actually hap- 
After all, they do know that 
one yields more markup 
than the precise 
amount of either is not known. And 
the same may be said of markdowns, 


Moreover, what retailers 


be SO) 
pening. 
category 


another, even if 


except that in this phase of opera- 
the still too 
and too sketchy for good analysis. 

mer- 
chants would be more interested in 
their markups if only to check their 
buying acumen. Granted that retail 
pricing may be fairly uniform for 


tions reports are few 


It does seem, however, that 


any given shoe store and its immedi- 
ate competitors, the markup differ- 
ential would then depend largely on 
Here is 
involved a selection of resources and 
of negotiation 
to popular belief, 
has not been wiped out by the Robin- 
son-Patman Act. 


RESOURCES AND 
SPECIFICATIONS 
feeds on ignorance. 
The merchant who does not know his 


the prices paid for goods. 
a certain amount 


which, contrary 


Complacency 


markups and has no standards for 
comparison may be too readily con- 
tent his the 
prices charge their 


and 


for 


with 
they 


resources 
him 
goods. 

Chains, on the whole, watch these 
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matters closely. Granting that they 
may have more choice in both ven- 
dors, costs and pricing, they never- 
theless make the most of that choice. 
We made reference to this in the 
article on The Bottom Line. Chain 
buyers are keenly aware of the speci- 
of material and workman- 
ship which go into their product and 
are constantly alert to those factors 
which do not materially affect the 
saleability or wearability of a pair 
of Where these factors 
be properly left out or modified to 
save a few cents on the cost, this is 


fications 


shoes. can 


done. 

In varying degrees, this approach 
ig open to all The prime 
test of selling factors in merchandise 
is the S & O test: is the factor sig- 
and to the 
Many a merchant has paid a 
premium for uppers, linings, inner- 


retailers. 


nificant observable cus- 


tomer. 


TABLE 6 


MARKUP PERCENTAGES 


soles, outer soles, stitching or other 
which his customers 
cannot see feel, or which mean 
rothing to them or to the satisfac- 
tion which the shoes will give in the 
long run. 

It is intended to that 
these specifications have no value in 
differentiating the qualities of goods. 
But certain small variations do lack 
significance and are often not worth 
the price charged. Of no 
shoe man will admit that he doesn’t 
know all this, and that he cannot 
spot the differences. 

sut knowing is 
being keenly, 
with a goal in mind is quite another 


specification 


or 


not Say 


course, 


thing—and 


everlastingly 


one 
aware 
thing. 

NOTES ON TABLE 6 


The median markup for all chains 
(CONTINUED ON PAGE 126 
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I.xpenses 


Must be measured for productivity in sales and profits 


N a highly integrated business, 

it is hard to say that any one 

expenditure of money or effort 
produces this or that result in sales 
or profits. Nevertheless, the purpose 
of that expenditure is to produce or 
help to produce sales and profits. 
And the extent *o which it succeeds 
may be measured by a productivity 
as long as there is an aware- 
of the over-simplification in- 
Therefore we shall arbi- 
trarily speak of the reciprocal of ex- 
pense costs to sales as “productivity 


ratio 
ness 


volved. 


ratios.” 
For example, the median expense 
for all stores is 33.9% of sales, and 
the reciprocal (1 339 
$2.95 sales generated by each dollar 
of total expense (see article on “Bot- 
tom Table 1, Ex- 
penses 
If the 
4.8°, of sales 


is 2.95 o 


Line’”’—notes on 


profit were 


“All Stores.” 


net operating 
Table 1 
page 94), we multiply 
$2.95 by .048 and express the result 
—14.2¢—as the net profit produced 
by each dollar of expenses. The same 
figure may be obtained by dividing 
the expense rate of 33.9 into the net 
profit rate of 4.8. In effect, we are 
saying that $4.80 of net operating 
profit was coincidental with $33.90 
of expenses; therefore each dollar of 
expense may be viewed as producing 
14.2 cents of profit. 


} 
see co ild 


EXPENSE IQ 

The point of this approach is in 
its perspective or view that certain 
efforts and preparations of the busi- 
designed to 
measure of 
the in- 
invest- 


investments 
returns. The 
such returns in relation to 
vestment is a sort of IQ or 
ment quotient. 

The approach to the expense prob- 
lem is not merely the negative one 
of cutting, but the positive one of 


ness are 


produce 


100 


spending a dollar where it will yield 
a proper IQ and spending it in a way 
which will enhance this IQ. The 
productivity ratio of selling cost, for 
instance, is not merely a matter of 
dollars spent for sales help. Also 
involved are: the kind of help hired; 
the training and supervision which 
affects the productivity of each sales- 
person; the merchandising and pro- 
motional program which governs 
what that person has to sell and the 
opportunities for selling it; and the 
skill with which the size of the sell- 
ing force can be manipulated to co- 
incide with the vagaries of traffic in 
the store. 


NOTES ON TABLE 8 
Expenses in retailing seem to fol- 
low an immutable law: they tend to 
fill the volume container, like a law 
Increasing size seems to 
problems for the 
merchant. Chains, for example, seem 


of gasses. 

produce its own 
to run consistently higher expense 
rates than do the independents. This 
is true whether we view the median 
figures or the top performers in the 


TABLE 8 


EXPENSE 
ELEMENTS 


stores 


dependents 


+ 
y independents 


EE 


————SSS——__ == 


middle half of our reports. 

As previously noted (Bottom Line 
page 94), the 
trouble seems to come from rent and 
“other” expenses, Note, however, 
that in both of these categories the 
figures for independents are the same 
as for all family when we 
reach the top performers of the mid- 
die half of reporting stores. By this 
time, the rent figure has shrunk to 
3.3° of sales for the independents 
and is no higher for all family stores 

so the chains did not pull up that 
The same is true for “other” 
4.1% of 


drawn may de 


article, see main 


stores 


figure 
expenses at sales 

Tentatively the in- 
ference that the top quarter of chain 
store operators their 
cations for less rent, pick them bet- 
put skill 
porting activities which enhance the 
IQ of the rent factor. 


NOTES ON TABLE 9, 
SEE PAGE 101 


Table 9 is a conversion into 


either get lo- 


ter, or more into the sup- 


“pro 
ductivity” figures of the data for in- 
CONTINUED ON PAGE 120 


Range of 
Middle Half 


of Stores 


All Formly Stores 


Middle Figure 
> 


Moddle Half 


16.7-21.27% 
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ork Simplification 
For Small Business . . . 


There is no special virtue in doing it yourself or the hard 
way. Virtue lies in getting it done the best way and on time. 


by BERNARD W. SMITH 


Professor, School 


EDITOR'S NOTE 


Like the merchandise assortment and all expense investments, per- 
sonal work has its own productivity ratio or investment quotient (1Q). 
The value of this quotient is increased by getting more results from 
simpler and quicker ways of doing work. How to approach this problem 
is the burden of Professor Smith’s article. It is worthy of note that he 


does not speak of these approaches as a one-time effort. 


Rather, he 


emphasizes that they should be used constantly. 


NY organization that has not 
reviewed its systems, meth- 
ods or procedures in the last 
two years is ripe for a work simpli- 
It is like a ship. If 
not periodically, barnacles 
develop that slow up its operation. 
What is work simplification? In 
its simplest form it merely means 
reviewing what to deter- 
mine 
(a) Is it 

eliminated? 

Can it be simplified (can any 

part be eliminated) ? 

Can it be improved? 

Can it be combined with some 

other operation? 
done 
somebody else? 
Can it 
where 
Are conditions under which 
work done conducive for 
fast and accurate work? 
Is work load evenly 
tributed? 
Is the 
through 
logical 
Can it be 
what cost? 


fication study. 


scraped 


is done, 


necessary can it be 


Can it be better by 
be done better some- 


else? 
is 
dis- 
sequence of 
which work moves 


and orderly? 
mechanized 


steps 


{J at 


Work simplification is based on the 
philosophy that 

1. Difficult problems can be re- 
duced to simple steps (by observa- 
tion and memory). 

2. Reasoning power will enable us 
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to analyze and judge these steps. 

3. Creative Power—the ability to 
visualize and foresee—will generate 
new ideas (suggestions). 

1. There is no limit to progress 
there’s always room for improvement 
because— 

(a) We grow with experience and 
knowledge. 

New technical developments 
and improvements. 


(b) 


5. There must be obvious advan- 
tages to the worker if simplification 
is to be accepted. Psychologists have 
discovered that man 
Table 9 


of Retailing, N. Y. U. 


(a) Does not like to 
work. 

Resents and resists change, 
as it disturbs his work habits. 
Believes that change implies 


criticism of his operation. 


WORK SIMPLIFICATION 
How do you start? 
Start by analyzing your own job 
as owner-manager. 
What do you do—and why do you 
it? 
Do you feel that you are the only 
one on whom you can rely and, there- 
fore, must sign every memo, requisi- 
tion, letter, etc., etc., until your desk 
overflows and the day is not long 
enough—not only for doing creative 
and constructive work, but not long 
enough to finish the chores you have 
thrust upon yourself? 
Are you an impulsive meeting 
(CONTINUED ON PAGE 146) 


naturally 
(b) 


(c) 


do 


EXPENSE PRODUCTIVITY 


OF TOTAL 


| 


SIZE OF 


AVE. STORE 


$57,000 


72,000 


84,000 


190,000 


100,000 











DOLLAR SALES AND GROSS PROFITS PRODUCED BY EACH DOLLAR 
EXPENSE AND PAYROLL 
AMONG FAMILY STORES SHOWN IN TABLE 2 


EXPENSE 


PER 
TOTAL 


DOLLAR 
EXPENSE 


PER DOLLAR 
PAYROLL EXPENSE 
sROSS 


PROFIT 


GROSS 
PROFIT 


1.73 
nd 


1.92 











The productivity ratios in this Table seem to indicate that sales growth is achieved 
at too high a cost. Here is a short course on how to become an “efficiency expert 
and avoid unnecessary complexities in the conduct of your operation. 


101 








Before You 
Greet Her 


. you can, if you de- 
velop shoe displays that 
attract and hold the shop- 


pers eye. 


To dramatize the theme “Shoes on Stage” within the store of Woodward & Lothrop 
Washington, D. C.. George K. Payne, display manager, put up stages and then put shoes 


ond shoe models behind the footlights on each. 


Brand names of the shoes featured on 


each stoge were hung from the decorative pastel china silk draping over the stage. 


A display like this one in Blums, San Jose, Calif., can be used to 
promote grape or wine colored shoes, shoes made in Italy or shoes 
made in California. Paul Garnier, display director, submitted this 
photograph to Displeoy World magazine for an annual display contest. 
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By displaying the spices of the John Wagner Co. together with the 
newest spice shoes, Ray Nadeem, display director, Snellenburgs, 
Philadelphia, created a window that tells an effective color story 
Shoes ranged in color from oregano to black pepper to sage. 


Boot and Shoe Recorder 





Baker Reporting 


from Washington # 
(CONTINUED FROM PAGE 60) 


labeling law, with severe penalties Cc U Ss H | O NED Ss H O E Ss 


for mislabeling or non-labeling. 
The people to be interviewed in 
the upcoming FTC study are to be 
chosen at random. In most cases, SALESMAKING STYLE 
they will be interviewed at home. An 
unusual feature of this survey is 
that the persons interviewed will be AND PRECIOUS COMFORT 
questioned on shoes at some length, 
and will be warnen that they may e Patented Cushion-Arch* 
be asked at a later date to take the 


witness stand and repeat their testi- e Up-to-the-minute styling 
mony—and perhaps expand = it— 


under oath. In addition, these wit- © IN STOCK — to retail at 
nesses would be subject to cross- $14.95-$16.95 


examination by the lawyers. 

The questions about shoes to be A unique combination of 
asked the public will not be casual air-cushioned comfort and 
or careless. They will be very care- i 
fully phrased, so as to avoid plant- modern styles in a volume- 
ing any pro or con attitudes in the priced IN STOCK line 


minds of the persons being inter- 
viewed. that gives you an 


Questions will be framed very unbeatable sales 
advantage. 


carefully so as to avoid any sign of 
bias. Thus, such a leading question 
as “Did you know this shoe has card- 
board in it?” will definitely not be 
used by the people making the sur- 
vey. Any other slanted or prejudiced 
questions will be ruled out. The 





type of question to be asked will be 

more along the lines of “What is heim “FREE BREATHING” 

your opinion of the materials in this LEATHER 

shoe?” INSOLE 
Briefly, what the FTC wants to 

learn in the survey is whether or not 

there is any widespread attitude that 


WOVEN OXFORD 
Style 845 Style 846 
Black Brown 


jes are ) at thev are repre- CUSHIONED WITH 
shoes are not what they are repre SPRING STEEL SHANK FOAM RUBBER 


sented to be. 

The FTC will have to hustle in 
making this survey, as the new Con- PLAN TO SEE AIR-TREDS AT THE SHOWS 
gress convenes right after the first Chicago, Wil.—Palmer House—Oct. 23-26 
of the year and certain members Ati Ga.—Southeastern Show—Oct. 23-26 
notably Representative Charles O 

‘ St. Paul, Minn.—St. Paul Hotel—Oct. 29-Nov. 1 
Porter (Oregon Democrat)— if re- P 
elected are going to start talking Seattle, Wash.—Northwest Show—Oct. 29-Nov. 1 
about shoe labeling very early in the Detroit, Mich.—Statler-Hilton Hotel—Oct. 30-Nov. 1 
session. Garden City, N. Y.—Garden City Hotel—Nov. 6 

The FTC now has on hand about Philadelphia, Pa.— Benjamin Franklin Hotel—Nov. 6-8 
75 pairs of new shoes, all contrib- Dalias, Texas— Baker Hotel—Nov. 6-9 
uted by manufacturers, which it Los Angeles, Calif.—West Coast Show—Nov. 6-9 
plans to use in conducting its survey. Pittsburgh, Pa.—Hote! Penn-Sheraton—Nov. 12-16 

— Boston, Mass.—Parker House—Nov. 13-16 

The U. S. Department of Com- New York, N. Y.—New Yorker Hotel—Nov. 27—Dec. 1 
merce has issued the first of a series Syracuse, N. Y.—Empire State Show—Jan. 15-17 
of reports on potential markets 

also manufacturers of Yorktown Shoes for Men and Boys 


abroad for U. S. footwear. The first 
: halle aelate Miata 2 ian tiee GARDINER SHOE CO., INC., GARDINER, MAINE 
report deals with Italy. It says the New York Office: Marbrid fe Bide. 47 W. 34th St. 
ae sane > pace ~ ar Western Distributors: 
(CONTINUED ON PAGE 105) Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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TINGLEY CLOG from $2.95 


black, brown or 
pure gum 
rubber 


Tingley idea in rubber footwear 
comfort. Tingleys stretch on 
easily—wont pull off 


. TINGLEY SANDAL 
accidentally. 

black, brown or 
pure gum rubber 


from $ 3.19 


TINGLEY MEN'S BOOT 


black rubber 
or Neoprene 


from $ 5.99 
these 10” boots that leave you 
zipper or buckle free. Bellows 


action gives air circulation inside 


boot. Tough and long wearing. 
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THIS ADVERTISEMENT 
WILL APPEAR 
IN 


The Saturday Evening 


OCT. 22" 


OTHERS APPEAR 


IN 


IN 


12 FARM 


MAGAZINES 


IN 


Parents 


MAGAZINE 


Nearly one half of all the 
families in this country will 
see Tingley advertising. 


Visit our display at: 
The Exhibition Holl, 
Palmer House 
Chicago 

Booths 84 and 85 


THIS ADVERTISING 
WILL WORK FOR YOU— 
IF YOU DISPLAY 
TINGLEY RUBBERS 
AND BOOTS. 


YOU MAKE MORE 
MONEY WITH 1/3 
THE INVENTORY. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 103) 


market potential there is slight, but 
there is some hope for good, low- 
priced men’s work shoes and chil- 
dren’s shoes. 

These new market reports are 
being gathered by American em- 
bassies and consulates abroad at the 
request of J. G. Schnitzer, director 
of the Leather Shoes and Allied 
Products Division in the U. S. Com- 
merce Department. 

Here’s the market potential in 
Italy for U. S. shoes, as presented in 
the new government report: 

MEN'S: Market is like that in the 
U. S. Bulk of retail sales are in the 
$10-$20 price range. Quality is im- 
portant, but is secondary to style and 
price. If U. S. suppliers can offer 
men’s shoes of quality superior to 
the similarly-priced domestic shoes 
at $10 to $15 a pair, Italy might 
afford a favorable outlet. Heavy 
work are almost nonexistent 
in Italy. Such a shoe, however, might 
find some outlet if it retailed at $7 
or less per pair. 

CHILDREN’S: Retail prices range 
from $3.50 to $7, according to size. 
U. S. manufacturers might sell here 
it they produced shoes priced to sell 


shoes 


for $5 or less 

WOMEN’S: Market is not favor- 
able, because the local industry is 
organized, progressive, and 
style-conscious. Domestic shoes are 
range competitive 
with imported goods. U. S. suppliers 
would have to compete primarily in 
style, a dominant factor in women’s 
shoe sales. 

“The market outlook for U. S. 
shoes in Italy is not entirely lacking 
in promise,” Mr. Schnitzer says. “To 
get a foothold in the Italian market, 
an American manufacturer should 
good local representative 
who would be allowed a reasonable 
advertising budget and who knows 
the Italian shoe market, specifically 
the distribution and retailing seg- 
ments of the Italian shoe trade.” 

The report notes that 
duction in Italy increased by more 
than 50 per cent from 1956 through 
1959, and is expected to increase 
still further in 1960. The increase is 
due to the export market, not to 
domestic demand. Italy has a rela- 
tively low per capita consumption 


well 


sold in a_ price 


retain a 


shoe pro- 


of shoes. 

U. S. exports of shoes to Italy in 
recent years have been small. In 
1959, only 105 pairs of leather-soled 
shoes were shipped, and in the first 
half of 1960, the total was 274 pairs 
of leather-soled shoes. Another 800 
pairs of footwear having other than 
leather or rubber in either soles or 
uppers were shipped from the U. S. 
to Italy in the first half of 1960. 

Mr. Schnitzer is planning to issue 
a number of additional market re- 
ports in which he will summarize the 
potentials for U. S. shoes in other 
areas around the world. 

se * * 

Shoes made in Puerto Rico may 
cost more before long. The govern- 
ment has appointed a committee to 
consider higher wages for shoe 
workers. 

The minimum wage rate for shoe 
workers in Puerto Rico is now 59 
cents an hour. A tripartite commit- 
tee — consisting of employers, em- 
ployees, and the public—will hold a 
public hearing in San Juan October 
17 to consider a higher minimum. 

Past experience suggests that any 
higher wage rates recommended by 
the committee will be ordered into 
effect by the government. 

Members of the committee are: 

For the Public: John D. Stewart 
(Chairman), Executive Editor, The 
Bureau of National Affairs, Inc., 
Washington, D. C.; Seiden- 
berg, Consultant, Falls Church, Vir- 
ginia; Luz M. Torruellas, Professor 
of Economics, University of Puerto 
Rico, Rio Piedras, Puerto Rico. 

For the Employees: George O. 
Fecteau, President, United Shoe 
Workers of America, Washington, 
D. C.; Osiris R. Sanchez-Vazquez, 
Administrator, Welfare Fund, Puerto 
Steamship Association-Union 
de Trabajadores de Muellas, Puerto 
de Tierra, Puerto Rico; Herbert D. 
Dawson, Assistant to the General 
President, United Rubber, Cork, 
Linoleum and Plastic Workers of 
America, Akron, Ohio. 

For the Employers: Robert E. 
Friedrich, Robert Frederick Shoe 
Associates, New York, New York; 
Robert A. Bristol, President, Foot- 
Mits Shoe Corporation, Ponce, Puerto 
Rico; Luis Benitez-Carle, Executive 
Vice President, International Shoe 
Corporation of Puerto Rico, Manati, 
Puerto Rico; Maurice Nagle, Vice 

(CONTINUED ON NEXT PAGE) 


Jacob 


Rico 


105. 





President and General Manager, 
Coastal Footwear Corporation, Cano- 
vanas, Puerto Rico; John Padilla, 
Manager, Laboratorios Terrier, Inc., 
Hato Rey, Puerto Rico. 
* + = 

Businessmen’s confidential reports 
to the U. S. Census Bureau could be 
used against them in antitrust prose- 
cution cases by the government if 
the Federal Trade Commission has 
its way. 

The FTC is appealing to the U. S. 
Supreme Court for help in winning 


Designed for 


a Nurse... 


to put Dollars 


the right to use information on the 
secret census forms against the firms 
which file them. The high court will! 
take up the matter in its fall session 
convening next month. 

The issue has created an unusual 
family fight within the government. 
Census Bureau officials and the 
powerful Budget Bureau are fight- 
ing the move. Antitrust officials at 
the Justice Department are support- 
ing the FTC. 

If the FTC and antitrusters get 
their way they will have access to 


in your purse 


‘Treadeasy 


TECHNICIANS 


VENTI-MESH® 


JUST 


AT A LOW, LOW 
$5.60 to $7.25 


LOOK AT ALL THESE IMPORTANT EXTRA COMFORT FEATURES: 


V Fashioned on the same SUPERLATIVE FITTING lasts that have 


made Treadeasy famous for almost a century 


. lasts unsur 


passed in footwear regardless of price! 


VENTI-MESH® — mesh insert cools feet by circulating air 


Pro 


tects leather. (Voted most popular feature.) 


LONG INSIDE COUNTER 


CUSHION BOTTOM FILLER 
MOULDED LEATHER ARCH 


SUPER SHANKS 
ANCHOR EYELET 


for all their superiority 
than you'd expect... 


Yet. 


Send for NEW CATALOG and SALES AIDS 


“TECHNICIANS” sell for far less 


and with a GOOD MARK-UP for you, too! 


TODAY! 


P. W. MINOR & SON, INC. 


New York City Sales Office: 946 Marbridge Bidg. 
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Batavia, N. Y. 


census reports filed by every inter- 
state corporation in the U. S. And 
they will use the information in the 
anti-merger 


reports to prosecute 


cases, 


Profile: James Orris Moore 
(CONTINUED FROM PAGE 72) 

he became 

Boydstun 


later, 


of the 


1916. 
general 
chain. 

He didn't exactly chafe. He just 
wanted new fields to tackle. He 
entered the shoe industry in 1922, 
when he accepted an offer from the 
Brown Shoe Company of St. Louis, 
Mo. to take charge of their “ailing” 
franchise operation. Sixty-three in- 
dependent shoe merchants, who were 
under 


Five years 
manager 


conducting retail businesses 
the Brown wing, were in 
financial straits during the 
WW-I depression. They owed more 
money than their stores were worth. 
J. O. revitalized sixty of the stores 
most of them under the same man- 
three had to be 


dire 
post 


agement Only 

liquidated 
During the next year or two, he 

studied and evaluated all the prob- 


lems he had been faced with during 





We Are Pleased To 
Announce Our Show Dates 


For 1961 


September 24-27 


The Hotel 
FONTAINEBLEAU 





Address all inquires to: 


MIAMI BEACH SHOE SHOW 


350 Lincoln Road 

Suite 420 

Miami Beach, Horida 
Jefferson 8-3919 











Boot and Shoe Recorder 





the period of store readjustment. 
Out of it evolved a definite plan of 
retail operation which is now known 
as the Brown Franchise Program. 
He extended this advertising-mer- 
chandising - accounting - supervisory 
assistance plan to about 400 inde- 
pendent merchants before he left the 
Brown Shoe Company in 1936. He 
a member of the firm’s 
directors, from 1930 to 


had been 
board of 
1936. 

J. O.’s next into the 
retail shoe merchandising field. 
tween 1936 and 1938, 
number of 
and 
which he 
supervise at 


venture Was 
Be- 
he acquired a 
the midwest 

units 


and 


outlets in 
Pacific northwest 
continues to 
the 
All these experiences were invalu- 
able. He 
trouble shooting. 
firm that 
operating 


own 
present time. 


by this time, 
He 


financial 


Was, expert at 
take a 
distress, 
under a receivership, and 
into a healthy and 
solvent business. That's what he did 
for the Hamilton-Brown Shoe Com- 
pany of St. Louis. It 
“going” business the following year. 
(Since has gone 


could 


Was 1n 


reorganize it 


was sold as a 


then, however, it 


out of business. 


Miller Jones Company 
In 1940, the 
breathing new 


next project was 
life the Miller 
Jones Company, a subsidiary of H. ¢ 
Godman Company of Columbus, 
Ohio. He accomplished his goal when 
that merchandising chain, 
with one hundred prosperous units, 
became the firm Fulton 
Industries . last March. 

J O. continued to 
vice-president, general manager, 
then president of Miller Jones. He 
was made president of the parent 
H. C. Godman Company in 1944 and 
continued as president of both firms 
until March 1960, when the 
sale, manufacturing and retail opera- 
tions were separated. J. O. acquired 
the manufacturing end of the busi- 
ness and changed the name to God- 
man Shoe Company. As we mention- 
ed previously, the retail operation 
became the Fulton Industries. J. O. 
retains his membership on 
of Miller 


into 


retail 
new 


move ahead 


whole- 


however, 
the board of 
Jones. 

“My for acquiring the 
manufacturing end of the business,” 
says J. O., “is that I was convinced 
there is a tremendous sales potential 
in well-styled, mid-heel shoes at 


directors 


reason 
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medium prices. Godman’s production 
facilities are a ‘natural’ for expan- 
sion in that area.” 


Conservative Tendencies 
The 
emphasis 


company plans to put the 
on that segment of the 
mid-heel line called Kit-A-Peds. 
They are also planning to bring out 
a needle pointed toe this year as 
well as heels that can be considered 
aimost “spike.” “We tend to keep 
our styles conservative rather than 
extreme,” J. O. “but we 
have to have that the 


explained, 
numbers 


women will buy. They may squawk 
about some of the new styles but 
that doesn’t deter them a bit. They 
go right on buying them.” 

Godman Shoe Company currently 
employs about 450 persons. . . to 
make, promote and sell its daily 
production of 3,000 pairs of women’s 
shoes. The factory is located at 
Logan, Ohio, and its warehouse and 
general offices are at 46 East Fulton 
Street, Columbus, Ohio. 

As to the problems facing 
industry, J. O. sees serious implica- 

(CONTINUED ON NEXT PAGE 
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Taree Tans 


HEEL PLANTS — Antigo, Wisc., 
LAST PLANTS — Brockton, Mass., 


STYLE/MODEL SERVICE — 


Boston, 
Wisc., 





WOOD’ PLASTIC HEELS 
STA-ON TOP LIFTS 
LAST REMODELING 


Johnson City, N. Y., Portsmouth, O 


Cincinnati, O., Johnson City, N. Y., Ports- 
mouth, O., Walnut Ridge, Ark. 


Mass., 
New York, N. Y., St. 
MILL — Donken, Mich. 


Somples and Prices Sent on Request 


to Fashion 


LASTS 


Cal., 
Louis, Mo 


Milwaukee, 
, SAW- 


Los Angeles, 





VULCAN CORPORATION cincinnati, o. 





tions in the growing stream of 
imported shoes. “The practice, ulti- 
mately, will have to be rigidly con- 
trolled,” he said, “if the shoe busi- 
ness, particularly in the lower price 
brackets, is to avoid being seriously 
damaged. I’m ‘agin’ ’em” he said. 


More Colors, Softer Materials 

“Trying to predict future shoe 
styles,” he continued, “is like trying 
to determine what will happen to a 
jellyfish when you try to pick it up.” 
He sees a trend toward more colors, 
improved leathers and softer tex- 


tured materials. “Great strides in 
the tanning of leather,” he said, 
“have broadened the scope of the 
entire style picture.” 

J. O. Moore at 65 (he celebrated 
his birthday on May 1, 1960) is hale 
and hearty. Six feet one in height, 
with a shock of gray hair, he looks 
more like a senator than many of our 
lawmakers do. He is happy to do a 
day’s work. 

He has president of the 
National Association of Shoe Chain 
Stores for two terms (1946 to 1948) 
and is still a member of the board 


| 


been 





ON ITS MERIT - 


G TEN 
YEARS OF USE 


PROVED DURIN 





FOR SHOEMAKERS WHO DEMAND 
COMPLETELY SATISFYING GOOD 
LOOKS AND LONG WEAR ON ALL 
THEIR BOUND SHOES 


BPB... 


VINYL TRUE BIAS BINDING 


(FULL STRETCH) 


60 coors 


INCLUDING BLACK PATENT 


“sofia 


stay company 


MANUFACTURS&S-Qy PB THE stRONGEST BINDING ON THE MARKET 


OMMERCIAL ST., MALDEN, MASS. 


of directors. He also served as a 
director of the National Shoe Manu- 
facturers Association. 

For relaxation, he enjoys his 
weekly golf. Shoots in the low 90's 
(when he is lucky, he says.) Also 
goes fishing, when he can. 

He and Mrs. Moore the 
Upper Arlington area of Columbus. 
They have two daughters—Mrs. D. 
P. Weber of Columbus, whose hus- 


live in 


band is vice-president and head of 
production at Godman Shoe Com- 
pany; and Mrs. R. H. Fuller of 
Tarzana, California, whose husband 
home-builder. There four 
granddaughter, 
“life's im- 


is a are 
grandsons and a 
which J. O. 


portant dividends.” 


considers 


The Bottom Line 
CONTINUED FROM PAGE 95 


porting stores. In other words, one 
fourth of the stores in each group 
did even better than these figures. 
NET OPERATING PROFIT 
All stores: 9% of sales 
All independents: 9.2% 
Famils 9.2% 


Family 


of sales 
stores: of sales 
independents: 9.5°% of 
sales 
GROSS PROFIT 
See Table 5, page 98 
EXPENSES 
See Table 8, page 100 


NOTES ON TABLE 2 

Up to this point have 
talking about medians and top quar- 
Table 2, we took a different 
First we arranged all net 
operating figures for family 
independents in an array from high- 
For each profit 
figure we the 
margin, expenses and expense details 
which yielded that profit figure. The 
whole then divided into 
four groups (numbered 1, 2, 3, 4, in 
Table 2) with an equal number of 
stores in group. For each 
group, for the whole, the per- 
centages averaged without 
weighting for the sales volume size 


of each store. 


we been 
ters. In 
approach. 
profit 


est down to lowest. 


then lined out gross 


array Was 


each 
and 


were 


sut the sales volumes of the stores 
group were averaged, and 
noted in the column labelled “size 
of average store.” The order of store 
size array turned out to be just the 
reverse of the net profit order. That 

(CONTINUED ON PAGE 112) 
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What the Census Figures Show: 


The Pattern of Change 
In Shoe Retailing .. . 


An analysis of the changes that are taking place in retail shoe 
business as shown by the U.S. Census figures for 1954 and 1958. 
by WILLIAM A. ROSSI 


HAT 
retail 


kind of 


shoe 


did 
make 
between 1954 and 1958? 
Analysis of the recently released 
Retail Business Figures by the U. S. 
Census Bureau 
ing study of 
figures, 


progress 


business 


reveal- 
The 
incidentally, apply only to 
And they 
ply only to shoe stores, 
the miscellany of 
retail outlets 
But they do 
departments 


provides a 
shoe business. 
stores with payrolls. ap- 
and not to 
other 

sel] 


leased 


ty pes of 
which footwear. 


shoe 


include 


{ Good Cross-section 
the 


accounted 


However, shoe stores with 
for in the 
Census study, represented one-half 
of all the retail the 


country in all types of outlets com- 


pavrolls, as 


shoe sales in 
bined. Hence, the figures provide a 
good cross-section to serve as a rep- 


resentative “progress report” 
1954 to 


which 


on 
1958, 
official 


business from 
latest date 


figures are available 


shoe 
the for 
The number of shoe stores in the 
U.S. (all 50 states, plus District of 
Columbia) increased 2.1 per cent 
19,723 in 1954 to 20,143 in 
This was only about half the 
the all 
stores combined, 


9 
o.0 


from 
1958 
gain shown in 
kinds of 


which 


number of 
retail 
showed an increase of 
per cent. 

Dollar sales in shoe stores showed 
only a modest gain of 12.4 per cent 
This fell 
far short of the 17.5 per cent gain 
shown by all types of retail stores 
combined. 


Of the 50 states, plus D. C., 


in the four-year period. 


the 
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number of shoe stores increased in 
28 states, but declined in 23 states. 
Rhode Island showed the deepest 
fall in with a decline of 
over 21 per cent. On the gain side, 


stores, 


Florida showed the largest increase, 
30.1 per cent, in shoe stores. 

It is possible that the small gain 
of 2.1 per cent shown in the num- 
ber of shoe stores (with payrolls) 
might be attributed in part to a 
growth of shoe selling in other re- 
tail outlets which in 
have either started to sell shoes, or 


recent years 
have expanded the size of their shoe 
departments. To the approximately 
20,000 shoe stores, plus leased shoe 
departments, listed by the Census, 
added some 6,000 additional! 
Thus, 
in 1958, approximately 26,000 shoe 
with or without 


can be 
shoe stores without payroll. 
stores, payrolls, 
were in operation 

Dollar Sales 

Among all the states, 40 
gains and eight showed declines in 
the 
three states no figures were made 
(Note: 
where there are relatively few shoe 


showed 


dollar sales. For remaining 


available usually, in states 
stores, figures are not made avail- 
able so as not to permit an estimate 
of the 
individual 


amount of volume done by 
Biggest dollar 


shoe was 


stores). 


gain by stores 
made by Maryland, with an increase 
of 48.2 per cent. 


by 


volume 


Other large gains 
Idaho (42.0 per 
cent), Nevada (40.0 per cent), Utah 
(40.1 per cent), Alabama (38.8 per 
cent), Florida (34.2 per cent), South 
Dakota , and Indiana 
(31.4 per cent). 


were shown 


(32.2 per cent 


Field Editor 


An interesting sidelight is the 
fact that while 22 states showed a 
drop in the number of shoe stores, 
only eight states showed a decline 
in dollar volume. 

The ten top states in shoe sales, 
in order of volume, were New York, 
California, Pennsylvania, Illinois, 
Ohio, New Jersey, Michigan, Texas, 
Massachusetts, and Indiana. 

The 12.4 per cent gain in shoe 
store dollar volume was about the 
same as made by the shoe industry 
as a whole. For example, shoe fac- 
tory shipments to retailers, 1954 to 
1958, rose 10.8 per cent—from 529 
million to 586 million pairs. And 
expenditures for shoes 
rose 23.2 per cent—from $3,270 mil- 
lions to $4,030 millions. 


consumer 


There is a seeming inconsistency 
between the relative small gain of 
12.4 per cent in shoe store sales, and 
the 23.2 per cent rise in consumer 
shoe expenditures. It is difficult to 
reconcile this difference. One part 
of the answer may lie in the prob- 
ability that other or newer types 
of retail outlets selling shoes are 
accounting for a large share of the 
shoe dollar volume gain. 


{verage Dollar Volume 

dollar volume of 
store in 1954 

By 1958 the 


The 


sales 


average 
per shoe 
amounted to $92,154. 
average had risen to $101,376, a 
gain of 10 per cent. It should be 
kept in mind that where payrolls 
exist, these shoe stores tend to be 
appreciably larger, which accounts 
for the large average dollar volume 
(CONTINUED ON FOLLOWING PAGE) 
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Number of Shoe Stores with Payroll and Their Dollar Sales — 1958-1954 





© of ©. of C; of 
Change No. of 
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1958 Shoe Stores ! 
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r $ Sales “ of 
Change ler Change No. of 
1954 1964 Women's 


1958 195s Shoe Stores 


Total 
No. of 


Shoe Stores 


Total 
$ Sales 
(add 000) 


Change 
1954 
1958 


Shoe Stores 


(add 000) 


1958 1958 


1954 


. 7 
U.S. Total 


Alabama 
Alaska 
Arizona 
Arkansas 
Lailornia 
Colorado 
‘onnecticut . 
Delaware 5S 1 D 
District of Columbia 20,617 
Florida 61,416 
Georgia 32,766 29.737 
Hawai 4,337 3,819 
Idaho 5,426 3,822 
Illinois 140,974 124,190 
50,101 | 48,574 
28,913 27 ,025 
19,044; 17,701 
19,268 18,134 
29,055 | 27,259 | 
7,478 | 8,010 
35,311 23 ,825 
65,451 67 ,426 
86 410 90 ,096 
24,720 | 24,041 
10,638 9,023 
49,193 38 ,243 
4,414 3,413 
11,667 10.644 
4,260 3 043 
5,334 5,397 
90,815 75,002 
New Mexico 7,821 6,236 
New York 301 ,027 257 , 266 
North Carolina 30 ,932 27,153 
4,197 | 


North Dakota 37 3,955 
107 , 562 


oan 115,365 
217 20,113 19,865 | 
161 15,090 | 
1,531 136 , 667 
11,340 
11,977 
4,031 


123 
24,826 


2,042,083 1,817,564 180 (44 184,822 

28,481 20,514 ; 2 a3 12.1 187 2,143 

1,446 | 686 0 
11,484 $,123 
13,454 11,857 
217 ,OS82 172,642 
17,550 13,619 
28 ,278 30 ,437 
5,521 
19,808 


45,770 


~I— to Wo =1 to 


“whoo 


Indiana 

lowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 


New Jersey 
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2,534 


Ono 

Uxkjahoma 
15,752 

146,861 


= 73 
Khode isiand 


ee ee 


143 | 
Dakota a 49 
282 
837 
tah 7 66 
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306 
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168 
462 
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South Carolina 
Sonth 
~_ 

i ennessee 


Texas 


Vermont 
\irginia 
Washington 


W thheld to avoid disciosure 


per shoe store, as shown here. Actu- shoe stores, 1954 to 1958. Only five than the fall in the number of men’s 


ally, taking all shoe stores 
bined, with and without pay 
the average dollar volume per 
falls very substantially lower. 


com- 
rolls, 
store 


Men’s Shoe Stores 

Of the four groups of shoe stores 
men’s, women’s, children’s and 
family) accounted for in special 
classifications in the Census study, 
the men’s shoe stores made the 
poorest showing. 

There was a whopping 19.9 per 
cent drop in the number of men’s 
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states showed gains in number of 
shoe stores, while 42 showed 
clines, and four states revealed no 
change. 

Among the 42 states that had a 
drop, 33 of them showed a percent- 
age fall greater than the national 
average (19 per cent), while only 
eight decreased less than the na- 
tional average for men’s shoe stores, 
and one was the same. 

Dollar declined in men’s 
shoe stores by 2. 6 per cent. While 
this was considerably less of a drop 


de- 


sales 


shoe stores, it was nevertheless the 
group among the that 
showed a decrease in dollar volume. 

Of all the states, 18 showed a de- 


crease in sales among men’s stores, 


only four 


while only nine had an _ increase, 
one had no change, and 23 made no 
figures available on a state-by-state 
(though the 
in the national 
men’s shoe stores) 
Among the 
average dollar volume in 1954 was 


$75,933 In 1958 it 


in- 
for 


figures are 


total 


basis 


cluded 


men’s shoe. stores, 


per store. 


rose 
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Number of Shoe Stores with Payroll and Their Dollar Sales — 1958-1954 


of 
Change | 
1954 
1958 


$ Sales % of 
Women’s 

Shoe Stores 
(add 000) 


No of 
Children’s 
Shoe Stores 


1954 
1958 


195s 1054 1958 1954 


564,280 448,537 
7,788 & 705 
247 660 
1,517 ,498 
2,509 | 2,349 
57 ,926 2 | 
3.513 2,708 
7,470 201 | 
1,261 089 | 
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6s] 289 
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11,039 9.073 
O40 789 
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18,758 
23 ,674 | : 
6, 257 


4,389 


ee ie | 


eam 


5 750 
3,393 
32,489 
2,778 


to an average of $91,300, an increase 
of 20.4 per cent. It is obvious that 
this increase in average store vol- 
ume was simply the consequence of 
the surviving stores deriving a good 
share of their increase at the ex- 
pense of the liquidated stores. 

The perennial “problem” of men’s 
shoe the 
mated or declining per capita con- 
sumption—is sharply reflected in 
the Census figures here. It is ob- 
vious that men’s shoe 
no business for the marginal store. 
Apparently there just isn’t enough 


business—such as stale- 


business is 
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Change 


©, of 7, of 
Change No. of 
1954 Family 

1958 Shoe Stores 


$ Sales 
Children’s 
Shoe Stores 


(add 000) 


1954 


1958 


1954 1958 1954 


1058 

43,349 | 40,896 5.0 | 14,054 

153 120 164 

0 0 1] 

D D sth 

D D 148 

6,658 5,487 1,422 

D 139 140 

937 203 
D 
D 


business to go around. Also, another 
factor must be considered. There 
1as been a modest rise in the num- 
ber of men’s clothing chains- 
well as other less “orthodox” retail 
-selling men’s shoes in re- 
cent years. No doubt this has also 
been a factor in taking its toll 
among the marginal stores in the 
men’s field. 


as 


outlets 


Women’s Shoe Stores 
There was a modest gain of 2.5 
per cent in the number of women’s 


shoe stores. The number of these 


Change 


$ Sales 


Family 


Shoe Stores 


(add 000) 


1958 


1,254,401 
18,353 
1,199 
9,138 
10,629 
138 ,326 
12,651 
17,259 
3,593 
6,751 
27 , 188 
18 ,037 
3, 084 
4,882 
83,855 
37,915 
24,284 
15,393 
12,197 
14,403 
6,363 
22,844 
38 ,941 
51,922 
16,627 
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54 693 
6,902 
140,493 
18,038 
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6,776 
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13 ,990 
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4,118 
D 
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10,589 
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stores 


1958. 


in 
rose from 3,403 in 


1954 


1,143,309 
9,546 
1,026 
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853 
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824 
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, 789 
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280 
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3, 360 
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with-payroll 


% of 


Change 
1954 
1958 


U.S. Total 
Alabama 
Alaska 
Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
District of Columbia 
Florida 
Georgia 
Hawaii 
Idaho 
Illinois 
Indiana 
lowa 
Kansas 
Kentucky 
Louisi 


Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 

Utah 

Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wvoming 


—— 


group 
1954 to 3,489 in 


Nineteen states showed increases 


in the number of these stores, while 
29 had a decline, and three had no 


change. 


Dollar sales in the women’s shoe 
stores showed a healthy 25.8 rise, 
which was the highest of all the 
four different groups of shoe stores, 
and substantially higher than the 
national average of 12.4 for all shoe 


stores 


combined. 


31 of the 


Some 


(CONTINUED ON PAGE 134) 





The Bottom Line 

(CONTINUED FROM PAGE 108 
is to say: as the size of the store 
gets larger, the ratio of profit di- 
minishes. 

The same procedure was repeated, 
using the size of the stores as the 
primary order of array (groups A 
to E in Table 2). Now the operat- 
ing profits did not fall into such a 
pat order. The smallest stores still 
showed the highest operating profit, 
while the largest stores showed the 
smallest. 

The largest stores (over $100,000) 
comprised 21% of all reports in the 
array. The smallest group (under 
$40,000) were only 9% of reports. 
Their very high figure of 9.6% net 
operating proiit might have been 
strongly subject to the accident of 
smal! numbers. If stores up to $50,- 
000 in sales had been included in A 
group—the resultant average net op- 
erating profit would have been 6.4% 
of sales and would have comprised 
31° of the reports. 

No clear pattern emerges with re- 
spect to gross profit rate and size 
of store. The same may be said of 
rent and advertising. But the total 
expense rate does seem to progress 
upwards as the size of the store in- 
whether we examine the 
array in groups 1 to 4 or A to E. The 
reason is evident in the two biggest 
items of expense: payroll and “other.” 
Here, in elements of expense which 
are largely controllable, we find the 
ratio to sales creeping upwards as 


the 


creases; 


stores get bigger. 


DISTRIBUTION OF STORES 
IN OUR SAMPLE 
Taking all 

100%— 


reporting stores as 


Independent 
and chains 37° 


stores were 63% 
of the total. Last 
vear they were 60 and 40%. 
Independents’ reports therefore 
still outnumber chains by 3 to 2. 
Taking all 
100% — 
Family store reports were 75% 
and specialty stores 25% of the 
total. Last year they were 67 and 


29°07 
DOO. 


reporting stores as 


Family Stores outnumbered spe- 
cialty stores by 3 to 1 against last 
year’s 2 to 1 ratio. 

Taking all family 
100% 


stores as 
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Independent store reports were 
70% and chains 30% of the total. 
Last year they were 67 and 33%. 

Independent family stores out- 
numbered family chains by 2.3 to 
1 against last year’s 2 to 1. 

Taking all family independents 
in Table 2 as 100% 

Stores below $40,000 in 
were 9% 

from $40,000 to $60,000 in sales 
were 22% 

from $60,000 to $80,000 in sales 
were 35% 

from $80,000 to 
sales were 138% 

over $100,000 in sales were 21%. 


sales 


$100,000 in 


Five Steps 
to Faster Sales 


(CONTINUED FROM PAGE 96 


who come into a store as a result of 
this kind of pre-selling are more than 
half sold. 
2. Make 
formative. 
Customers love to talk themselves 
into things, in fact sell themselves 
not necessarily fit themselves 
They want to buy things—whether 
they be shoes or dresses or any of 
of different products. Let's 
not forget that shoe people compete 
against non-shoe merchants for the 
customers’ dollars. The more induce- 
ments shoe merchants offer to make 
prospects want shoes, the more sales 
they make. Informative win- 
dows can supply the 
tomers need to support or back up 
emotional for buying new 
Informative windows 
the way to faster sales because they 


your windows more in- 


scores 


can 
reasons cu- 
reasons 
shoes. pave 
answer questions which the customer 
may have in mind. 

Customers frequently ask them- 
selves, “Will my old shoes do?” Win- 
should the 
and call attention to the specific fea- 
tures that make them new and dif- 
from Dis- 
satisfaction with older styles is a 
tremendous fountain head from 
which many new sales spring. 

The way new shoes harmonize with 
new fabrics and new styles may be 
emphasized in the by 
actually placing them close to new 
fabrics, new skirts or other gar- 
ments. Apparel shops are often glad 
to supply display garments for dis- 
play purposes if the source is iden- 
tified in the window. 


dows stress new styles 


ferent previous styles. 


windows 


New styles may also be emphasized 
by using magazine illustrations, 
photographs, etc., to provide evi- 
dence of fashion newness. Window 
signs that explain in specific terms 
the points you want to make go a 
long way in persuading prospective 
customers to accept the idea that 
new, fashionable shoes are important 
to appearance as well as to stand- 
ing with friends. 

3. Sell from the Customer's Point 
of View. . 

Fast, experienced salesmen recog- 
nize that all selling is not alike and 
that time-wasting methods can easily 
be avoided by adopting a professional 
technique. 

This involves three things: 

i. Listen. 
2. Measure. 
3. Prescribe. 

Listening carefully to 
customer requests or the 
ments she states is time-saving. It 
helps prevent a waste of time in- 
volved in attempting to show or sell 
shoes the customer doesn’t want or 
in which she is not interested. It 
also gives a clue as to how definite 
and fixed the customer's demands or 


what the 
require- 


requirements are. 

The second step is to measure the 
feet for the 
confidence building and dramatic 
effect it creates. There 
too, when the resulting information 
is important to know for 
mending the correct size. Examining 
the old shoes after checking size is 
wearing conditions 


kind 


standing and seated 


are times, 


recom- 


also a clue to 
which may affect the type or 
of shoe you will show. 

The third step is to select from 
your stock the shoes that best meet 
the customer's size needs and other 
stated or implied requirements. The 
sureness, dexterity and authority 
with which a salesman handles this 
phase of selling goes a long way to 
speeding up the sale. 

4. Help the customers enjoy the 
gentle art of persuasion. 

Often a simple explanation of how 
the shoes fit the customer's stated 
and unstated requirements is all 
that is needed to make the sale. A 
simple formula can help the sales- 
man avoid long winded, time-con- 
suming explanations. This formula 
states: 

Customer benefits + 
Sales point 
(CONTINUED ON PAGE 118) 
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Styled fresh with Easter elegance is our new Spring-Summer '61 line of Party Shoes and 
Sport-Casuals . . . from Infants through Growing Girls and Teens. 

Join us at the Conrad Hilton Hotel, Chicago, Oct. 23-26, Rooms 1018-19-20. And at the 
Sheraton-Atlantic Hotel, New York, Nov. 27-Dec. 1, Rooms 571-573. Also at all regional 
shows. Write for Spring-Summer Catalog and name of nearest representative. 


BB ockincH 


SHOE COMPANY 
NEW MARKET, 
NEW HAMPSHIRE 


ST. LOUIS SALES OFFICE: Suite 700 ¢ SO3 N.12th St. © St. Louis, Mo, 
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number 26... 


the RIGHT shoe 


"I may be a kid...but I'm not kiddin'...there's no right shoe 
that’s righter than "Number 26"./ And if you'd like a little 
further information (free of course) I'll be glad to put you 
in the know!/ "Number 26” has been backed by thirty years of 
scientific research before ever being sold to us smart kids! / 
It fits right too, whether on a tiny baby, or a real grown-up 
guy like me who can walk! / So Mister Shoeman, take the word 
from a kid who's not kiddin’...you'll sell “Number 26" to all 
of us who care about fit./ There's in-stock service too, so 
you'll always be on the right end of the selling game...with 
the right shoe..."Number 26"." 


Shoe Show, Rooms 1151 and 1152, Palmer House, Chicago, also 
Dallas and Los Angeles. 


Precision Shoe Company ~- A Division of GENESCO 
Nashville, Tennessee 
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; Merchants all over America agree... 




















Did you get a load of 
Brown Shoe’s advertising and 
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Everything that’s new 
we if for Spring—new styles, new colors, 
HINT | new leathers, new lasts—all 
in one big beautiful room! 
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SHOERAMA 


CHICAGO SHOE FAIR 
EXHIBITION HALL 
CONRAD HILTON HOTEL 
OCTOBER 23-24-25-26 
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aay BROWN SHOE 
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What a royal welcome 
a8 vat a royal welcom 


~ at SHOERAMA! 


4 4 4 


Right, Harry? Harry...did 


you hear me, Harry? 
How could 4 


anybody miss it—at 


SHOERAMA! 
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St. Louis, Missouri ...Makers of: Air Step + Buster Brown + Galaxies 

| ») Y Y Glamour Debs + Life Stride + Miss America + Naturalizer + Official 
é ( ) \ | } A N \ Boy Scout Shoes + Official Girl Scout Shoes + Pedwin + Propr-Bilt 
Risqué + Robin Hood + Robinette + Roblee + Smartaire 
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we searched everywhere... 





to bring you the very newest vin stvling 
oR 


otmcllcley. jr og mgel 


NATIONAL SHOE FAIR—Chicago—Oct. 23rd-26th also at your 
Conrad-Hilton — Fifth Floor | regional shows 


CARMO SHOE MFG co. . UNION, MO. 








Hear 
the 


“BRAUER BROS. 
Plan for 
PROFIT SAVING” 


daily at 10 A.M. and 3 P.M. 


THE NATIONAL SHOE FAIR * October 23-26 
CONRAD HILTON HOTEL + CHICAGO 


Room 516 


Paradise Kittens/Kitten-ettes * Confettis 








Five Steps 
to Faster Sales 
CONTINUED FROM PAGE 112 

Since customers are interested 
primarily in the benefits or values 
they will receive when they buy a 
pair of shoes, the salesman must 
state these benefits. But since bene- 
fits by themselves have the effect of 
unsupported promises, the salesman 
must couple a benefit with a relevant 
fact that makes the benefit sound 
reasonable and believeable. ‘This 
unlined shoe is a joy to wear because 
it is so light and comfortable.” The 
fact is the unlined shoe; the bene- 
fits are lightness and resultant com- 
fort. 

In making an explanation, it is 
wise to pick a buying motive that 
you believe is likely to be an im- 
portant one with this customer and 
point towards it. It may be Prestige, 
in which case explanations should 
deal with current fashion or other 
factors that will emphasize this 
motive. 

If the customer still 
cause of lingering doubts—or if the 
customer voices an objection—treat 


hesitates be- 


them all as requests for additional 
information. It avoids argument and 
unnecessary time-consuming discus- 
sion. If the customer hesitates, as- 
sume that YOU have not made your- 
self clear. Don’t imply the customer 
didn't understand you. Now, if you 
assume that you did not make your- 
self clear, then your explanation 
should help to allay her doubts or 
clear up some point of confusion. It 
is the sure, simple, safe way of 
speeding up selling by avoiding un- 
needed discussion. 

5. Help your customer decide. 

Some customers are inclined to 
take a long time deciding. They hesi- 
tate and fear the possibility of mak- 
ing a wrong decision. Often a word 
of assurance is all that is needed. 
By assuming a customer has affirma- 
tively decided to buy, you can im- 
mediately proceed to sell a second 
pair—perhaps for a different pur- 
pose. At times the customer gives 
a clue as to what she owns or does 
not own. This provides a basis for 
the salesmen to recommend an ap- 
propriate second pair. 

To sell hosiery with shoes, the 
salesman calls attention to new 
shades which are specifically de- 
signed to complement the new shoes. 
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By selling a bag, gloves or other 
accessories which the store carries 
the salesman is doing the customer 
a good turn by helping her complete 
an interesting and fashionable en- 
semble. Best of all, professional sell- 
ing is time-saving selling for it is 
geared to helping the customer to 
buy. And customers respond to this 
helpful attitude by recalling their 
pleasant experiences to their friends. 


Merchandise Margin 
(CONTINUED FROM PAGE 98 


downs they suffer due to fashion and 
seasonal obsolescence, tend to pro- 
duce the best margin per dollar of 
sales. 

Not only do they star in ratio, but 
in actual total dollars of gross profit. 
For here is a fashion category which 
should be in a constant position to 
titillate women’s interest, to stop 
them at the windows and in the news- 
papers, and to bring them into the 
store. On the other hand, they can 
real detriment to both traffic 
and rate of margin when improperly 
bought, wrongly presented and too 
slowly moved. 


be a 


Occasionally, we get a gratuitous 
comment along with the statistics of 
a survey. And the burden of some 
of these comments is: “Oh, those 
women’s shoes”! They are viewed 
by some as the well-spring of evil. 
On the record the answer seems to 
be, not in discontinuing or squelch- 
ing women’s shoes, but in learning 
how to handle them for greater sales 
and greater profits. 


NOTES ON TABLE 5 

Family stores as a whole seem to 
have a lower gross profit than the 
combination of all stores, 38.4 to 
38.6% of although the dis- 
crepancy is considerably narrowed 
over last year’s reports. In fact, the 
gap is so narrow that it would cause 
no comment except for two factors. 
First is the fact that family stores 
outnumber specialty stores in our 
survey by 3 to 1. Therefore it takes 
a strong figure in specialty store 
margins to pull up the family store 
figure of 38.4 to an all store figure 
of 38.6. Secondly it will be noted 
that the bottom figure of the middle 
half of reporting stores is 35.5% 
margin while the family stores go 
down to 35.0%. And in the top of 


sales, 
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the middle half, the family stores 
reach 40.2 while the figure for all 
stores is 41.0%. Most of the differ- 
ence seems to be in the performance 
of family chains, where the gross 
profit edge, both in medians and 
middle range, goes to the specialty 
chains. 

With respect to chains generally 
they continue to show a higher gross 
margin than do the independents, 
with the difference narrowing in the 
relation of family chains to family 
independents. 


The right hand figure of the mid- 
dle range in Table 5 was bettered by 
one-fourth of the reporting members 
in each group. 

As in all targets involving per- 
centage to sales, it must be noted 
that ratios in themselves are not nec- 
essarily the standard by which a 
merchant should be guided. Never- 
theless, unless a specific low-pricing 
policy is involved, these upper quar- 
tile figures make a goal to challenge 
the majority of merchants in each 
category. 
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Turnover 

(CONTINUED FROM PAGE 97) 
slippers, work and weather 
categories slipped from 2.0 to 1.7, 
although we canont explain why they 
should still be that even. 

In women’s fashion and novelty 
shoes, 24% of the reports showed 
turns of less than 1.8, against 18% 
in this bracket last year. 26% still 
report turns of better than 2.7, al- 
though this group numbered 37% of 


 h/ 
reports last year. 


boy’s 


TABLE 3 


Similar shifts occurred in the other 
women’s categories. Children’s shoes 
showed no significant change. Other 
categories showing a shift towards 
the turnover regions below 1.8 were 
men’s and boys’ slippers, work and 
weather. Slippers, canvas and 
weather reported fewer performances 
in better than 2.7 turns. Neverthe- 
less, 12% in slippers, 24% in canvas 
and 9% in work shoes indicated turns 
of more than 2.7. 

Family stores as a whole clustered 
less tightly in the turnover bracket 


COMPOSITE TURNOVER 


PERCENTAGE FIGURES IN BARS INDICATE PROPORTION OF STORES REPORTING 


of 1.8 to 2.7, with 41% reporting 
turns of less than 1.8 (against 36% 
last year) and 138% reporting turns 
of better than 2.7 (against 8.7 last 
The median 1.9 this 
year and 2.0 last year. 

There is very little difference be- 
tween the median for family stores 
and that of specialty stores, and both 
seem to cluster similarly in the 
bracket of 1.8 to 2.7 turns. But fam- 
ily stores reported more heavily in the 
bracket below 1.8 and more lightly in 
the bracket above 2.7. 


year). was 


IN EACH TURNOVER BRACKET 
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Expenses 
CONTINUED FROM PAGE 100 


dependent family stores as shown in 
Table 2, and therefore follows the 
same order. Whether the percent- 
age or productivity figures are used, 
the relative results remain the same. 
The stores with the highest average 
net operating profit get the most out 
of their total expenses and payroll 
expenditures. 

For every dollar of total expenses, 
there are $3.48 in sales and $1.35 in 
gross profits—not to mention 34.8 
cents of net operating profit ($3.48 
sales times 10% operating profit). 
Thereafter these investment quo- 
tients continue to diminish until the 
lowest profit operators (group 4) 
show only $2.69 in sales and $1.03 in 
gross profit. A similar picture is 
drawn by the figures for payroll 


120 


productivity. 

Since the figures for the top profit 
operators seem to weighted by 
the results from smaller stores, and 
subsequent groups by larger 
larger stores, there is some indica- 
tion that of affects the 
expense ratios. 


be 
and 


size store 

As with chains vs. independents, 
the “other” group of expenses seems 
to account for part of the problem 
that grows’ with size of enterprise. 
But there is no pat trend with re- 
spect to rent. The other culprit in 
the for higher 
larger family independents seems to 
be payroll. 


cause expenses in 


The effect of increasing payroll, 
other, and total expense rates with 
size of business is further evidenced 
by the trend as shown in groups A 
to E in Table 2. 


I am reminded of the amazement 
expressed by the operator of a chain 
of lingerie 
stores foreign 


specialty 
when he 
the operating 
chains in this country. Mindful of 
the many differences involved, I lis- 
tened carefully to what he told me 
about the growth and conduct of his 
business. 

There was a distinct impression 
that he had not lost his penny-pinch- 
ing habits as his chain grew. He 
had no romantic concept of himself 
as bold, free-swinging operator 
whose concern was only with the 
larger aspects of merchandising and 
promotion, without regard for “in- 
hibiting” details of cost. Every com- 
plicating device which seems dictated 
by the growth and dispersion of his 
business is carefully examined for 
its real need. 


women’s and 
land 


of 


in a 
viewed 


expenses 


a 
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Daisies really 
don’t tell... but 
profits do, and 
yours will prove 
these are the lines 
customers love 


in Spring 1961. 


See them at the 
NATIONAL SHOE FAIR; OCTOBER 23-26, CONRAD HILTON HOTEL, CHICAGO 


*Room 900—-Tober-Saifer Shoe Mfg. Co., Inc. **Room 1000—Selwyn Shoe Mfg. Corp. ***Room 1000—Crown Shoe Mfg. Co. 


Southeastern Shoe Show, Atlanta, Ga., 6 Southwestern Shoe Show, Dallas, Tex. Nov. 6-9 
Northwest Shoe Show, St. Paul, Minn., 1 West Coast Shoe Show, Les Angeles, Cal., Nov. 6-9 
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National Shoe Fair 
(CONTINUED FROM PAGE 93) 


presenting a $2,000 scholarship contribution to go to 
the college of Mr. Motley’s choosing. 

The Shoe Women Executives will hold a special Break- 
fast meeting, open to all, on Tuesday, October 24, at the 
Sheraton-Blackstone Hotel. Spring footwear fashion 
forecasts will be presented. Featured speaker will be 
Miriam Lippincott, Fashion Director of Carson, Pirie, 
Scott, well-known Chicago department store. Miss Lip- 
pincott, with long experience in apparel and footwear 
fashion merchandising, is responsible for innovating 
numerous important trends in the clothing field. Titillat- 
ing title of her talk: “It’s Better With Your Shoes On.” 

The National Shoe Retailers Conference, being held 
on Sunday, October 23, Grand Ballroom of the 
Hilton Hotel, is one of the real highlights of this year’s 
Shoe Fair. Some 12 top-name retail shoe merchants 
will present a variety of topics of major interest to re- 
The subject of Self-Service Shoe Selling will 
Other topics: How To Use 
Successful Retailing Through 
How To Make The 


Conrad 


tailers. 
receive foremost attention. 
Fashion as a Selling Tool; 
In-Store Organization: and 
of Promotions. 

A Shoe Fair innovation this year 
House affair—open to all retailers and buyers 
day evening, 5:30 to 7:30 P.M., in the Grand Ballroom 
of the Palmer House. Free buffet will be 
cash bars will be available. Attendance at the 
ing session is expected to reach 2,000. 

The 1960 Shoe Fair’s theme, 


Most 


will be the Open 

on Sun- 
served, and 
socializ- 


“New Selling Futures,” 





DEEVERS SHOE CoO. 


Manufacturers 


College-Hill 
Active Duty 
Ortho-Pep 


SHOES 
& 


TO DEVELOP PATCH SHOES 
OUR NEW LEAFETTES 
ARE DELIVERING 


FIRST 
SEE 
WE 


, 

Quality and Style 

is recognised by 
dealers everywhere 

DEEVERS SHOE co. 


1000 WASHINGTON AVE. ° ST. LOUIS, MO. 
FACTORY — LUTESVILLE, MO 











appears to be realistically prophetic. With the many 
swift changes coming into shoe business, the immedi- 
ate future imposes demands for new methods of selling 
which are already creating new patterns of competition. 
The 1960 Fair hopes to contribute to the fresh and 
dynamic thinking that will be required of all shoemen 
to participate successfully in the white-hot competitive 
environment of 1961. 


Stamp Plan Holds Customers 


TWO of the six units of Faflik Shoes, have 


had unusual success with a special premium stamp plan 


Cleveland, 


during the past five years. 

These two stores have their own stamp plan. Fou 
stamps are given to the customer for every dollar pur 
chase. When the customer has half a book of stamps, 
she is entitled to $1 off on any purchase. A full book 
of stamps entitles the customer to $2 off on any pur 
chase. 

The stamps, explained Fred Wildau, c 
double value. First they give 
cent saving on considerably 


-owner, are a 


the customer a four per 


shoes, higher than most 


remind the customer to 


addition, the 


and second, they 
Faflik. In 
saves expenses by printing and using their own 
Faflik stores 


stamp plans, 


shop for shoes at company 
stamps, 
which are redeemable only at 


The people of ancient Rome signified their position 
in Roman life by the types of shoes they 


their feet 


wore on 


Get set 


for a big Spr 
with 4 
complete lines... 


Infants’, children’s, grow- 

ing girls’, teen-age girls’, 

young women’s flatties, 

little heels, high heels, 

Littleway Penny Loafers, 

Bonwelts, Golf and Bowling 

Shoes and dance footwear! 
ROOMS 901-902-909-910 

CONRAD HILTON 

CHICAGO - OCTOBER 23-26 


Ed White Junior Shoe Company 
Manufacturers ¢ Paragould, Arkansas 
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At The National Shoe Show, October 23-26 


INTERNATIONAL 
SHOWS THE WAY 


SEE all the General Branch Brands for spring, 


CS 
in the ¢ Gikos a CLOLLE spacious 


VICTORIAN ROOM 


\ beautiful new, convenient location makes your spring buving a 


j ' 1 j j 
real pleasure! Come see sales-spurring styles and details: study 


them and buy at a leisurely pace right off the main floor lobby! 


e POLL-PARROT e WEATHER-BIRD e RED GOOst! 

e RAND e CITY CLUB e JOHN ©. ROBERTS 
e RANDCRAFI e WESBOROS e KINGSWAY 

e TRIM TRED eVELVET STEP e GRACI 

e SMART SEI e TRIOS e GEMS 


SEE the new MGM movie, “Now Look Here, 
Harry!”... FREE, to help dealers sell parents 


thought (and igh!) provoking film makes a 
typical parents sell your typical parent 
proper foot care ind proper shoe hitting. Sure-fire 


ther parent groups, even TV stations! 
® Specially produced in full color, by Internationa 


,©@ Showings in the Victorian Room, every hour o1 


r SEE International's vision for the future... 
intriguing display in the Palmer House lobby!, 


See the full scope of International's vast efforts for the shoe industr 


I 
in automated shoe-making in product developments like “ 
sole’ in marketing the “third season” and promotin 
idvantages. Take just a few minutes to see this display 


look at where you're going! 


SEE YOU IN CHICAGO . 
at the world’s largest shoe show! 


\TERNAT ONAL, N= 


SHOE COMPANY pages 
Aa y Octover 23.26 
Ne eras Srgcel lated Manufacia rt 


JiS + NEW YORE + S ANGELES + ATLANTA 





INTERNATIONAL: R07 


TV 
FIRST in’59 with $PoTacular 


The MOST in ’61! 
First with TRIPLE-SELL TV 


The industry's biggest “buy” appeal—targeted where it will SELL! 
For '61, International tops even its own campaigns, to give you the MOST in every way 
on TV' Building on proven successes, International now adds another major network 
how to pinpoint YOUR BRANDS to what YOUR CUSTOMERS will watch! 


On TV-SPOTacular, 
Cartoons capture kids! 
© Po/l- Parrot goes on exciting desert adventure! 


On American Bandstand, 
Dick Clark selis teens and women! 


@ Red Goose and friends march to gay jingle tune’ 

e Windy Weather- Bird rockets off to outer space! 
Complete promotion packages sell shoes with tie-in 
giveaways and store displays! 


On the Jack Paar Show, 


@ Newest International sales star 
3 times weekly, starting Feb. 15! 

© Top ABC-TV daytime ratings for past 4 years! 

@ Seen by 1,500,000 teens, 1,700,000 women’ 
When Dick Clark sells, American girls and women BUY! 


Hugh Downs convinces men! 
NOW IN COLOR, ANOTHER BIG “FIRST”! Tele 
vision’s most talked-about evening show, International's 
big PLUS sales-builder for fall, goes on to sell MORE 
men in Spring, ’61! 

Rand « City Club « John C. Roberts 
Randcratt + Wesboro + Kingsway 


Pes 


big TV 


picture when you 


Here’s the show that rounds out International 
sell for 61 rounds out your profit 


TIE-IN WITH THESE BRANDS! 


Smart Set + Trios + Gems 
Trim Tred* Velvet Step*Grace Walker 


International Brands in National Magazine Advertising 


@ 6 Full-color ads for teen brands in “Seventeen” 


@ 20 Ads for juvenile brands in “My Baby,” “Your New Baby,” 
“Baby Talk,” “Parents,” “Today's Health.’ 


@ 9 Ads for men’s brands in “Sports Afield,” “Field and Stream,” 
“Outdoor Life.” 
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WITH THE MOST TV / 


More in’6O with ee | sPateculr ) 
TH 


Jack Paa (yah) 


COLOR 7 TV SPOTacular 


NBC-TV 








Get THE MOST for 


* o : for 
Te-in Your Store Name in your local TV area! pnp apa 


The most powerful 


sT. LOUIS 
advertising the NEW YORK 
shoe industry LOS ANGELES 
has ever seen! SHOE COMPANY ATLANTA 


Mb lle La wget Shee Co Vanufactu 2e2 
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Markup and Markdown 
(CONTINUED FROM PAGE 99) 
12.9 


dependents 


is well above that for all in- 
(41.0) by almost the 
same gap as prevailed in last year’s 
survey—although both groups last 
year reported slightly lower mark- 
ups (42.5 for chains and 40.7 for 
independents 

Again in family stores where mix 
of goods is more ironed out, the gap 
although chains still 
have a higher markup (41.0 against 
40.3 Last vear 
the corresponding figures were 40.0 
and 40.3. 

Family whole had a 
median markup of 40.5 against 41.9 
for all The upward pull of 
specialty stores came chiefly from 
men’s and women’s stores. The gap 
between family stores and all stores 
last year when the 

were respectively 40.6 and 
Only 18 per cent of family 
indicated markups of more 
than 42 per cent while for all stores 
35 per cent of those reporting landed 
in this bracket. 

In categories, women’s fashion and 
novelty shoes show the highest 
median markup at 44.3 per cent, 
with women’s other next at 41.7 and 
women’s virtually sharing 
third place with men’s and boys’ and 
children’s at 40.4, 40.3, and 40.2 re- 
Chains did not show as 
high a markup for women’s fashion 
shoes. As a matter of fact, their 
median at 42.0 a trifle lower 
than that of women’s other at 42.2. 
This for women’s fashion 
shoes in chains must be taken with 
considerable doubt, especially since 
it failed to pull down strongly the 
median for this in inde- 
pendent stores. 


is narrower; 


for 


independents 


stores as a 


stores. 


Was narrower 
figures 
40.9. 


stores 


casuals 


spectively. 


was 


result 


category 


MARKDOWNS 


the shoe business 
are clouded by the prevalent practice 
of using PM’s to clear slow moving 
goods. It is generally agreed that 
this may be a cheaper method than 
marking down shoes. At the same 
time no one will deny that PM’s have 
developed a whole set of special 
abuses. 

3ut in comparing shoe markdowns 
with those in other lines of mer- 
chandise, it must be kept in mind 
that many shoe retailers do not 
clearly distinguish their markdown 


Markdowns in 


126 


type PM's do not record 
them as such. 

Further, with respect to PM’s and 
markdowns it must be pointed out 
that there are at 
into which poor selling goods may 
be grouped. First, there is the in- 
dividual style or pattern which meets 
with a disappointing reception by 
customers. To move it, in first 
season, usually requires no more than 
some extra attention by the 
force—some extra showings 
and beyond those which it 
normally get. PM’s are the incentive 
for getting this done. Unfortunately 


and or 


least two classes 


its 


sales 
abov e 
would 


TABLE 7 


TYPE OF STORE 


All Stores 

All independents 
All Chains 

Family Stores 
Family Independents 
CATEGORY 
Women's Fashion and Novelties 
Women's Casuals 
Women's Other 
Men's and Boys’ 
Children's 

Slippers 

Rubber and Weother 


Conves 


Work 


they are also an incentive for a little 


extra pressure which forces some 
customers to walk out with 
they really did not want. And those 
customers got benefit, 
a bargain price, to counter 
ever nagging dissatisfaction there 
might 

Slow due to end 
fringe colors and materials 
somewhat different matter. Here the 


shoes 
no such as 
what- 


be. 
sellers sizes or 


are a 


PM or even the small markdown are 
relatively ineffective because there 
are just not enough customers in the 
market for such shoes. The answers 
to this problem lie in careful mer- 
chandising. End sizes, for example, 
should be spotted into an 

ment rather than being 

thoughtlessly as part of the 


in individual style numbers 


assort- 
bought 
“run” 


NOTES ON TABLE 7 
As is known and the 
high markup categories reflect high 
markdowns. An exception is slip- 
pers which came up with a relatively 


expected, 


REPORTED MARKUPS 
FOR COMPARISON 


41.9 
41.0 
42.9 
40.5 
40.3 


44.3 
40.4 
41.7 
40.3 
40.2 
39.9 


9.0 

5.3 

4.0 
3.6 
4.0 
4.8 
2.0 
2.0 
2.0 


37.0 
38.4 
39.2 


median of 4.8 
that its markup of 


comparison 


high markdown 
cent considering 


per 
39.9 per cent is low by 
with most other 

There is still 
of difference in 
chains 


categories 
no clear indication 
markdown 


independents. 


rates as 
between and 
The slight difference in medians may 
be purely accidental and reports be- 
ing 
ranges. 


too hazy to sort out quartile 





G. R. Kinney Corp. opened its 
seventh unit in the Miami area in 
the new Carol City Center, at N. W. 
27th Ave. and 183rd St. Roger Wil- 
son manages the store, which claims 
1,100 styles of men’s, women’s and 
children’s footwear. The same 
center is the site of Ross Shoes’ 
sixth store in a two-county 
It’s a family-type operation. 


area. 


Brown's Self-Service Shoes, 
which opened last month at the 
Crest Shopping Center, Dallas, 
Texas, is the seventh Dallas store 
the chain. The firm 
staged a two-day opening celebra- 
tion including a radio program 
from the store. Luther Smith was 
named manager and Warren 
assistant manager. 


operated by 


teba 
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Majer by Adenia. 


the new collection of 


Dress ups and Sparkle Toes 


at the national shoe fair 


and regional shows 
g 


MANUFACTURED BY WEBER SHOE COMPANY, INC.. TIPTON, MISSOURI 
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NATIONAL 
SHOE FAIR 


October 23-26 


NATIONAL SHOE FAIR 
Conrad Hilton Hotel, Chicago 
Srd Floor « Astoria Ballroom 
OCTOBER 23 to 26, 1960 


TWEEDIE FOOTWEAR CORPORATION 


Genera/ Offices: Jefferson City, Missouri 
Marbridge Bidg., New York City, New York 


Boot and Shoe Recorder 





FRESH N 


af 


Jesigns yrrful pages aime 
aug/iences n ° 
’ . 
VOGUE 
' 4 


October 15, 1960 





NEW SHAPES 
NEW STYLES 
NEW COLORS 











1 at the sig 
McCalls | 
} 


At -% 


“A 

: 

*\ itality 
Sirs « 


/ EY, 

Sy 

5 

9 

ntrated campaiaqr n Vitality ‘e 
yectacular units iInususé 


‘ 


NEW TEXTURES 





-% 


at the 
National Shoe Fair 


Chicago 


Conrad Hilton Hotel, 
Rooms 605A, 607A, 609A 


Palmer House, Room 806 





THE QUALITY LEATHER 


the leather with a glow... 
in resort and spring shades 


LEATHER co. GIRARD, OHIO 
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The 


Fashion Shoes 





with the 


“Beauty Spots of Ease 
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*“BEAUTY SPOTS 
OF EASE" 





2 Soft Foam Cushions 
AT HEEL AND ARCH 
plus 

ned Forepart lal) 
t Breathable Linings 
or the Maximum Comfort 


ind Flexibility 


The look of fashion 

keeps pace with comfort 

in these shoes your customers 
love to buy ... love to wear! 


SIZES 4 TO 12... AAAA TO € 
22/8 TO 8/8 HEELS 


t retail ot 104 (3% 


SEE US AT THE NATIONAL SHOE FAIR 
CHICAGO, THE CONRAD HILTON, ROOM 700 


Also New York, Dallas, Atlanta, 
Seattle, Los Angeles and other shows 


Soft Pedals... international Shoe Co., St. Lovis 66, Mo. 


Go... with the Big New Fashion Power at International 





We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
alot My iela-\ ome lah a melatmelale, 
Sy atol-MelaclulesilelaM sltha-165 


Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open ao Cancellation Shoe Store in Your Town 


Our New Store Consultonts Will Help You Set Up o Profitable Operation 


Designer Opens Fall Line 
At Department Store ‘Tea’ 


ST. LOUIS—Bright-colored shoes 
took the fall spotlight when designer 
Margaret Jerrold opened her new 
line at Famous-Barr Co., St. Louis, 
in unseasonably hot mid-September. 

Accompanied by her husband and 
partner, Jerrold Miller, the designer 
spent one day at the downtown salon 
and the following day at Famous- 
Barr’s suburban Clayton store show- 
ing a color-keyed fall collection to 
an enthusiastic and large group of 


St. Louis women. 

Her styling distinction came from 
two sources, from the wide use of 
unusual materials, and from the 
of usual materials handled in unu- 
sual ways. Newspaper ads heralding 
the couple’s appearance featured a 
typical example, a red or green suede 
spectator pump trimmed in_ black 
lizard. 

Crocodile tail with an oversized- 
square block pattern, used on a day- 
time walking shoe, met with good 
response from St. Louis women, as 
did silk and sequinned cocktail shoes, 


use 


makers are in line with our 


nationwide reputation 


M. K. WEIL Shoe a 


While ee We 


5 Ww bh 3! Ave 


leather heels 


a shaped 


geometric-cut stacked 
and the “umbrella 
version which narrows 
thin spike and then flares out for a 
widened pedestal lift base 

For the Famous-Barr 
served shoe salon guests iced tea and 
iced coffee with cookies, a “‘tea party 
touch” to be repeated at regular in- 
tervals for special events. 


heel,” 


down to a 


occasion, 


Baker's and Stevens, both located 
in the Lakeside Shopping Center, 
New Orleans, La., opened for busi- 


ness on Sept. 1. 





SELF SERVICE SHOE 
$8.75 


4 feet long 
6 feet high 
® Easily adjust- 
able 


® Easily 
cated 


relo- 

© Up to 72 pair 
per rack 

® Gray finish 


© Usewith boxes 
or just shoes 


® Use back to 
back for island 


shelf available 


2633 South Halsted Street 
Victory 2-214) 


display or against wall ® Fixture has stock 
® Solid steel construction. 


Write, phone or come in—immediate delivery 


PAR STEEL PRODUCTS 


Chicago 8, Illinois 


DISPLAY 





Our Showroom only five minutes from 





Loop hotels. 
Open Mondoy through Friday, 7 A.M. to 5:30 P.M. 

















DALLAS SPRING SHOE FAIR 


November 6, 7, 8, 9, 


THE LARGEST REGIONAL SHOE FAIR 
OVER 600 LINES 
DISPLAYING IN FOUR HOTELS 
ADOLPHUS, BAKER, SOUTHLAND 
AND STATLER-HILTON 


SOUTHWESTERN SHOE TRAVELERS ASS'N., INC. 
Suite 709-710, Hotel Adolphus 


THE 


1960 


Write to 


Dallas 2, Texas 
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of a few of many 
NEW-FOR-SPRING-’61 


NEW LASTS! 
NEW STYLES! 
NEW MATERIALS! 
NEW COLORS! 





at hued, 
B Lathe ye ane AL weed 
eager A a. fae 
‘A TOP | a $/2 toh 
i WA. ~ feed 


STEP MASTER SHOES, INC., GREENUP, ILL. 


October 15, 1960 


ALL THAT’S NEW 
in the complete line of 


AT THE N.S. F. 
ROOMS 657-659 
CONRAD HILTON 


Budget Priced Retaclera 
$295 1, #595 


BOOTS SLIGHTLY HIGHER 


133 





The Pattern in 
Shoe Retailing 
(CONTINUED FROM PAGE 111) 


states had increases, while 13 fell 
back, and seven did not reveal sales 
volume data. Of the 31 states with 
increases, 14 of them showed rises 
the over-all rise 
cent) for this group, while 13 
had lesser increases. 

The average dollar volume per 
women’s shoe stores in this group 
came to $131,800 in 1954, to 


above sales (25.8 


per 


and 


161,733 


22.7 


in 1958—an increase of 
cent. The in this 
group are appreciably above aver- 
age in sales volume for all women’s 


per stores 


shoe stores (with and without pay- 
rolls.) 


The 


volume (2 


rise in women’s shoe store 


5.8 per cent) follows 
fairly closely the rise in women’s 
shoe production, 1954-58, amount- 
ing to 11.5 As a 


rough rule of thumb, a one per cent 


per cent. very 


rise in units is equivalent to a two 


per cent rise in dollar volume at 





OCTOBER 23-27 

OTHER SHOWINGS: 

ATLANTA 

SEATTLE 

ST. PAUL 

DES MOINES 

DALLAS 

LOS ANGELES 


OCT. 23-26 
OCT. 29-NOV. 1 
OCT. 30-NOV 2 
NOV. 6-7 

NOV. 6-9 

NOV. 6-9 


Cprecdn 


CHICAGO SHOE SHOW 


CONRAD HILTON HOTEL 


The fastest-selling, 

low heeled, low priced, 
high profit line 

of shoes in America! 


299 4 399 RETAIL 


ROOM 501 


HENRY GRADY HOTEL 
NEW WASHINGTON HOTEL 
HOTEL ST. PAUL 

FT. DES MOINES HOTEL 
ADOLPHUS HOTEL 
ALEXANDRIA HOTEL 








Omega Shoe Company 


Executive Offices: 8129 Delmar Bivd., St. Lovis 30, Missouri 
Factory: Pacific, Missouri 








retail. 
The 


stores, 


number of children’s shoe 


surprisingly, showed very 
little change, a decrease of 5 
from 661 to 
able reason: it 
1954 the 


population 


per 
628. One prob- 
likely that 
rising tide of children’s 

had leveled off 
high plateau, with a corresponding 


cent 
by 


is 


on its 
leveling off in the number of chil 


dren’s shoe stores to service this 


group profitably. 


Children’s Shoe Stores 


14 
number of 


Only showed 
the 


stores, 


states InCcTeASES 


in children’s shoe 
: a decline, and 


while 23 had 


14 had no change 
The dollar sales 


amounted to a 


increase in these 
stores respectable 6 


per cent—from $40,896,000 in 1954 
to $43,349,000 in 

The 
store in the group amounted to $65, 
1954, and to 1958 


up a modest 5.6 per cent 


1958 


average dollar volume pe 


R55 in $69,490 in 


Again, 


volume for these stores was above 


} 


f all children’s 


Without pay 


shoe stores 
n t 


average 


combined—with and 
roll 
Children's shoes it the Fifties 


sold 


of non-shoe 


are included 


were In an increa ng number 


store o t yn 


nh may 


account for the mild ilar volume 


well crease in 


Also 


dren's 


increase, Aas 


number of these sho 
Increases n chi 


the 1954 


retail price 


during 58 period 


shoes 


showed, on. ar “av little 


tnat 


erage, 


change. This means here w 


as 
not enough rise in prices to bring 


about a substantially larger rise in 


dollar volume 


Family Soe Stores 


to the 


shoe 


Next 
family 


the 


best 


women's group, 
the 


There was 


stores made 


all-round showing an 


increase of 6.3 per cent in stores 
up from 13,225 to 14,054. 
Thirty-seven of the states had in 
the these 
12 
two showed 
Twenty-six of the 
creases averaging higher than the 


creases in number of 


stores, while had declines, and 


states no change 


states had in 
national average of 6.3 pey cent. 
The family group 
through well with a 9.7 
rise in dollar 
143,309,000 
000 in 1958. 
Thirty-five of the states had dol- 
(CONTINUED ON PAGE 136) 


came 


also 
per cent 
salea up from 


1954, to $1,254,401, 


$1,- 
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floating comfort... 


BY CAT'S PAW 


For samples write: Cat’s Paw Rubber Company, Inc., Baltimore 30, Maryland 
} y / 


In Canada; Cat's Paw-Holtite Rubber Company, Ltd., Drummondville, Quebec 
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The Pattern in shoes in shoe stores aren’t growing in children’s shoe stores. 
Shoe Retailing at the asgpthanng as eo — These are two seemingly contra- 
S in other types of outlets. The dictory facts: in one case, a rise in 
(CONTINUED FROM PAGE 134 Fifties saw the entry of new types production with a fall-back in dol- 
Laie: cashes: Wines tie a teiadies sie ee anees, or argneren lar sales; in the other case a static 
: shoe departments in other retail 
stores, while 12 states had a drop, oytlets which had previously been 
and four revealed no figures. in shoe business. It is likely that 
The aver rage dollar volume for these non-shoe-store outlets have This seems to confirm the 
these with-payroll family shoe pee taking a larger-than-realized discussed changing patterns of dis- 
stores was $86,450 in 1954, and $89,- bite from the sales of regular shoe ‘tribution within the shoe industry 
256 in 1958, an increase of only 3.3 stores. Or, put another way, that that these shifts are having a 
per cent. It is probable that the variety of effects upon shoe stores 


condition in production but an in- 
crease in retail sales volume. 


much 


their rate of shoe sales growth has 

average family shoe store operated peen faster than that of regular in the different categories 

with a shade lower markup; also, choe stores. Relative to the rate of consume! 

that it was less prone to raise This is suggested by the fact that expenditures for shoes (up 23.2 pet 

prices consumer expenditures for shoes, cent in the 1954-58 period 
Conclusions 1954 to 1958, rose by 23.2 per cent, of shoe store sales growth is ap 

while in the same period shoe store parently not keeping pace. If con 


If the figures can be regarded as 
reliable indicators, it is evident ‘%#!es volume rose only 12.4 per cent. sumer dollars going for shoes are 
that the growth of shoe business as How is this substantial spre ad to expanding at the rate of nearly six 
a whole tends to follow a steady be explained? per cent a year, and shoe store sale 
but very modest pattern. As we've Production of men’s shoes in- Volume is moving up at a rate of 
seen, its rate and amount of growth Creased eight per cent in the 


year period, bu iles volume in it may be assumed that some othe1 


four- less than two per cent a year, then 


is below that of all retail businesses 


combined. While it has its “spurt” mens shoe stores fell back 2.6 per 
cent. increasing their sales at a rate of 


types of shoe-selling stores may be 
years counterbalanced by its “fall- 
back” years, when the years are In the same period, production of 
combined in spans of four or five misses’, children’s, babies’ and in- This leaves the big mystery ques 


eight to ten per cent a year 


there is a gradual climb. fants’ shoes was almost identical tion open to speculation: Who's get 
One interesting conclusion that around 105 million pairs. Yet sales ting the “missing” part of shoe 
seems probable is that sales of volume in dollars rose six per cent business? 





G Your Customers 


for a big spring! Buy Good Shoes 


with 4 THEY DESERVE A QUALITY DRESSIN 


complete lines.. 


. CRABS “a 
Infants’, children’s, grow > % on 
ing girls’, teen-age girls’ (2 4. 
young women’s flatties . . ° 4 
LU 


little heels, high heels 
Littleway Penny Loafers 
Bonwelts, Golf and Bowling 
Shoes and dance footwear 
ROOMS 901-902-909-910 
CONRAD HILTON 


CHICAGO - OCTOBER 23-26 
SALOMON & PHILLIPS 


Ed White Junior Shoe Company 160 4th Ave ions Vask 36. 0. ¥ 
760 4 : ad ‘ . ° 


Manufacturers « Paragould, Arkansas 
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MAKE MORE MONEY! 


MODERN MERCHANDISING 
DEMANDS THEM 


Buy SEMCO Sales Fixtures: 


SEMCO PRESELECTOR dis- 
play fixtures in this picture 
carry a tag giving style, stock 
number and price of each 
shoe. Thus customer can shop 
and preselect. Tags are plac- 
ed on the hooks so customer 
can remove and present to 
sales person. More shoes to 
more people are sold faster. 
Reduces selling cost by cut- 
ting sales person's time spent 
with each customer. 

The SEMCO PRESELECTOR 
is designed to focus attention 
on the shoes. It is flourescent- 
ly lighted, rich in appearance, 
constructed of %" square 
tubing, electrically welded. 
Shelves are 9° deep for 
women's shoes, and |!" deep 
for men's shoes. Overall di- 
mensions are 48" wide by 54" 
nigh. Finished in architectural 
bronze and the shelves in soft 
grey. Price $135.00—F.0.B. 


Hermann, Mo. 


DEPARTMENT STORES TOO 


: 


Photo of a leading shoe store, showing 
use of SEMCO PRESELECTOR display fix- 
tures with SEMCO all-metal adjustable 
shelving in background. 


SEMCO ALL-METAL ADJUSTABLE STOCK SHELVING 


In use by leading department and 
shoe stores all over the country, in 
both stock rooms and on the selling 
floor. Allows up to 40°/, more stock 
on the same amount of floor space. 
Available in sections, 3' or 4' wide, 
by 12" or 14" deep, by 7' 354" high. 


ARE USING SEMCO SELF-SERVICE RACKS 
INSTEAD OF TABLES FOR SALES! 


They sell more shoes to more people faster. 
They can show flats with optional slip-on shelves. 


They hold maximum number of shoes per square foot at shoppable levels. 


Sections are prefinished in a beautiful 
cinnamon brown as a standard color. 
In only 4 square feet of floor space 
you can stock 168 pairs of women's 
shoes or 152 pairs of men's shoes or 
270 pairs of children's shoes. 


Each rack displays 
for self - selection 
132 women's or 
children’s shoes (66 _ 
each side) or 108< 
men's shoes [54 
each side) in only ~ 
1'/. x 3° of floor 
space—height over 
all 60 inches. 

Ideal for displaying | 
slippers throughout « 
year, also for shoes 
while trimming show 
windows. Lowest 
price all metal unit 
on the market. Folds 
flat for easy stor- 
age—no bolts, nuts 
or catches—sets up 

in a jiffty—simply 
slip frame on base 
strips, racks fall in- 
to place automati- 
cally—then roll to desired position on sell- 
ing floor. 

Frame of 1'/g inch tubular steel for years of 
service . . . finished in beautiful baked-on 
metallic cinnamon color . . . racks of welded 
metal, satin-cadmium finish. Price—$37.50 
each F.O.B. Hermann, Mo. Shelves $1.50 


each. 








SEE US AT BOOTH 46, PALMER HOUSE—NAT. SHOE FAIR 


SEMCO Company Ine 
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GIFT PROGRAM. 
ON BASS WEEJUNS*# 


featuring styles 


NATIONAL 734 and 324 
ADVERTISING 


Over 4,100,000 separate Bass ads will support this 
promotion to men and women during December. 


BASS GIFT CERTIFICATES 


Available in quantity, without cost. Size is 8%”x 
354”, printed two colors on safety paper. 


BASS WINDOW STREAMERS 


Remind your customers to ‘‘Give Shoes As A Gift’’ 
with these 15” x 5”, two-color streamers for 
department or window use. 


AD MATS, GLOSSIES 


Mats available in one and two-column size, of each 
Bass style. 8” x 10” glossies also available. Specify 


styles wanted. 
MOUNTED REPRINTS 


Easeled cards of Bass Christmas ad — for display use. 


BASS LOG SIGNS 
9” x 5” Wooden Plaques 
with easel for counter or 
window displays. 


“TAA. Reg. originators of Weejuns* 





G. H. BASS & CO. Dept. BS-10, Wilton, Maine 


YES — we want to tie in with your Christmas Gift Promotion 
for extra sales. Please send the following without charge 


Gift Certificates 
Window Streamers 
To: Store Name 


Address 





G. H. BASS & CO., Dept. BS-10, Wilton, Maine 


614 Marbridge Bidg., N.Y. C. 1, N. 1 
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Nebraska Retailer Calls Roadside Signs 
| Best Institutional Publicity at Lowest Cost 


KROGER’S Shoe Store said to the oldest 
retail footwear outlet operated by the same family in 
Nebraska, having 
been established in 
1871, but, according 
to O. Allen Kroger, a 
partner in the 
ard, Neb., firm it has 
been that 
the Kroger name be 
kept constantly in the 
public eye in order to 
keep the sales curve 
up. Newspaper and 
radio advertising 
help serve the pur- 
pose, but he asserted that roadside signs have pro- 
vided the best institutional-type publicity and at the 
same time require the least outlay of cash. 

A main east-west highway passes through Seward, 
and a state highway heads north out of the town. 
The roadside signs bearing the Kroger name dot al! 
the approaches to the town, extending up to 15 miles 
in each direction. There are a dozen signs. Mainte- 
nance amounts to just over $2 per sign per year and 
Mr. Kroger feels his firm is getting its best adver- 
tising return on the basis of dollars invested in the 
roadside signs. 


is be 


Sew- 


essential 





Headquarters for the new 


Deerskin and Jungle Jute Casuals 


monde 


QUALITY FOOTWEAR 





VISIT US AT THE 
NATIONAL SHOE FAIR 


PALMER HOUSE 


ROOM 800 


THE MONDL MANUFACTURING CO., Inc. 
OSHKOSH, WISCONSIN 
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7 - 
about RED CARPET SHOES? 


Men and women on the fitting stool feel a deep affection for RED CARPET SHOES by DESCO...and 
why not? These shoes are fattening their sales books and upping their take-home pay in stores 
all over the nation...sure, women everywhere fall in love with RED CARPET SHOES for thei! 
smart styling, fine fit and heavenly comfort ...pesco’s original ‘2 inch thick Urethane inner- 
sole, upholstered in petal-soft deerskin, makes every step a joy..but the true love that sales 
people, merchandise men, buyers and store owners feel for these famous shoes is generated by 
the charts that show increased volume, increased profits and unprecedented customer satis- 


faction. See the new “rep Carpet” shoe styles in our showrooms, when our men call, or at the 


important shoe shows everywhere DESCO SHOE CORP. 200 west 33rd St., NEW YORK 1, N.Y. 





SEE DESCO SHOES 


At The Chicago Shoe Show 
CONRAD-HKTON HOTEL 
Williferd Room, Porier “A 
. 
At The New York 

Populor Price Shoe Show 

DESCO SHOWROOMS 

ot 209 West 33rd S 

the heart of the shoe district 


AND ot other importent 





Shoe Shows throughout 
the netien 
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Right Shoe for Any Job 


.- + Builds Work Shoe Trade 


SELECTING the appropriate shoe for the customer 
and giving proper fittings are the keys to the success 
of work shoe selling at Simon’s Men’s Wear and Shoe 
Store, 7125 W. Grand Ave., Chicago. 

During the 36 years he has handled work shoes, the 
owner, Simon Berkowitz, has learned that carrying a 
wide range of sizes rules out haphazard methods of fit- 
ting. His store carries sizes 64 to 12 in every style up 
to EE, with some styles going to EEE. Simon’s hinges 
its reputation on its efforts to secure good fittings. 
There have been occasions when the management has 
ruled against a customer’s choice because the fitting 
did not come up to standards. 


Opened 36 Years Ago 

Mr. and Mrs. Berkowitz started their men’s wear and 
work shoe store 36 years ago within a block of their 
present location, where they have been for 12 years. 
They decided early to carry an extensive line of work 
shoes because of their closeness to farm areas, railroad 
yards and industry. The farm trade has largely disap- 
peared. 

Simon’s carries about 23 numbers in work shoes and 
work shoes account for 25 per cent of the store’s busi- 


May we send you an illustrated brochure? 


, iy 


INC. 


Ffaiinn 


ness. The most popular selling price is about $10. A 
fast mover at present is a lace-to-toe number in elk. 
Customers are impressed with its flexibility and, be- 
cause of its cork soles, its safety features. The item is 
a favorite among roofers, bricklayers, plumbers and 
iron workers. The number one work shoe seller, how- 
ever, is a moccasin with neoprene sole. It’s a favorite 
of garage men and candy factory workers who work on 
sticky or greasy floors. 


Full Use of Space 

Simon’s is laid out to use storage and stock space 
fully. It has 1100 sq. ft. of selling space which is di- 
vided to accommodate 14 island cases for general wear 
items. The work shoe stock is stacked along the west 
wall. About a dozen samples of work shoes are always 
displayed prominently at eye level outside the stock. 
The front display window is trimmed every two weeks 
by a professional at a cost of about $1,000 a year. 


Simon's advertising is confined to occasional displays 
in a neighborhood paper. The store owners have found 
word-of-mouth advertising the strongest traffic-puller. 
Consequently, Mr. Berkowitz is vitally interested in 
seeing each customer leave his store satisfied, since that 
customer, in a sense, is his salesman. 

The store’s policy for merchandising work shoes is 
aptly summed up in a slogan displayed prominently in 
large letters inside the store: “We have the right shoe 
for whatever type of work you do. Priced right.” 
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SEBAGO-MOCS 


PALMER HOUSE — CHICAGO 


Remember — 
‘Round the Calendar, 
‘Round the Clock, 
Nothing SELLS like 
SEBAGO-MOC 


‘™ Sebago-Moc Company, Inc., for Men, Women and Children. 
Westbrook, Maine Jot down that room number NOW: 
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LUCKY taking all steps to protect 
NEW INVENTION 


‘ 
’ 
’ 
vy) 


sreseesy 
a | 
’ 





\ 


NEW ‘6 


ALL AROUND SPIKE HEEL PROTECTION 


PROTECTED BY 


LIFE. THICK ag 
FOR THE FIRST TIME HAROITE 
ALL-AROUND . PEND. 


SPIKE HEEL PROTECTION! MATERIAL JG 
FULLY MOLDED 
No inserted cups placed or cemented HARDITE ALL AROUND the heel and 


in heels . . . Nothing to come apart. HARDITE protection on the bottom. . 
Now your customers will have thick THE HARDEST PLASTIC HEEL MADE 


gauge HARDITE material protection. ... extra long wearing! 
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LUCKY SALES CcoO., INC. LOS ANGELES - CHICAGO - NEW YORK 





Added to our line .. 


“CENTER-FOLD 
rd FASTENER” 


ALL-AROUND 
SPIKE HEEL 
PROTECTION! 


LITTLE HIGHER 


all time best selling plastic rainboot me PT 


NOT GUARANTEED FOR SPIKE HEELS 


See you at the 
NATIONAL SHOE FAIR 


Palmer House 
Exhibit Hall NOT GUARANTEED FOR SPIKE HEELS 


Booths #61 and *61A ALL RAIN DEARS ARE AVAILABLE IN ALL 
Oct. 23 - 26 SIZES (4 TO 10) AND IN ALL HEEL 
HEIGHTS TO FIT ALL TYPES OF SHOES 


LUCKY SALES Cco., INC. LOS ANGELES - CHICAGO - NEW YORK , 
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Slipper Department Boosts Sales 


SLIPPERS get pro- 
motion in the women’s shoe depart- 
ment of The Paris Co., Salt Lake 
City, Utah, since the buyer, Sam 
had a slipper 
department built. 


year-round 


Solomon, separate 

As well equipped as any section 
of the Paris’ big first floor footwear 
complex, the slipper department is 
has a stock- 


is x tf tt, separate 


room, two comfortable vinyl-uphol- 
stered lounges, two inset shadowbox 
display units and a block table for 
the display of attractive new slip- 
Two fitting stools and a 
chair for customers who 
dislike bench-type seating are also 
provided. 


per styles. 
separate 


Since creation of the department 
a little more than a year ago, Paris’ 


MORE REPEAT CUSTOMERS! with 


NEW FRANCHISE PLAN 





Your dream customer? He’s the one you can count on for sale 
after sale, year after year... the kind of man Allen-Edmonds 


helps you land and brand! 


Five big factors make Allen-Edmonds New Franchise Plan your 


blueprint for profits: 


1. EXCLUSIVE CONSTRUCTION FEATURES .. . the greatest combination 


of fine-shoe features you con sell! 


COMFORT GUARANTEE 


o money-back clincher! 


FAST IN-STOCK SERVICE 


ncreasing sales possibilities! 
SMART STYLING 


STEADY DEMAND 


up wearing them always! 


only Allen-Edmonds puts 


for the young 


fin writing with 
while 


nventory problems 


n-heort mole of every age! 


men who buy Allen-Edmonds once, usually wind 


Get full details on the new Allen-Edmonds Franchise Plan from 
your representative now — or write for complete information! 


ALLEN-EDMONDS /Belgium, Wisconsin 





| 
| 
| 
i 
| 


women’s shoe department manage- 
ment has been able to put into prac- 
tice an which Mr. Solomon 
felt would appeal tremendously to 
slipper prospects. The department 
offers the same fitting in 
slippers, as in street shoes, includ- 
ing careful of the 
foot and sizing of slippers to give 
maximum comfort without the 
kick-off looseness which many peo- 
Also, of the 
separate nature of 


a con- 


idea 


careful 


measurement 


ple dislike. because 
large size and 
the slipper department, it is 
stant reminder of the gift possibili- 
ties of this “relaxation foot- 


wear. 


; time” 


Featuring more than a dozen na- 
slippers, 


stock 


low-price 


tionally-advertised lines of 
the 
ranges 
felt 

men, 


slipper department's 
all the 
slippers, popular with 
through 
styles for teenagers 
of the 
selection of slippers for vo 
all the toddier to 


ages 


way from 
elderly 
advanced, high 


At 
department is a 


up 
the right 
( omplete 
ingsters 
teen- 


way from 


and a separate display table 
for these age brackets 
Finished in light 

convenient to the 
men’s shoe department, 
rated slipper department 
out to 
ping for shoes at the Paris for the 
first time, with the suggestion that 
gift 
Aggressive suggestion often adds a 

sale to the sale of 
shoes. Enough mention is made so 
that customer pitt 
obligation, the slipper department 


pastels, and 


men's and wo- 


the sepa- 
is pointed 
new customer 


every shop- 


slippers are always wanted. 


slipper street 
when a has a 


is bound to be remembered. 


Foley’s, a Houston 
store, has installed a 


department 
fashion shoe 
department as part of a 
priced shopping area on its 
floor. The store has expanded its 


medium- 


second 


lines, with plans to emphasize fash- 
ion footwear in the $9.99-$14.99 
range. In the new department, the 
designers combined restful greens 
olive and 
background for walnut 
holstered in melon vinyl 
Display fixtures suspended 
from the ceiling on both sides of 
the department’s entrance. There 
are floral sprays on the walls. 


reed—as a 
chairs up- 


plastic. 


~avocado, 


were 


In connection with the opening, 
the awarded a $100 
wardrobe. 


store shoe 
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Now! Randolph Styles Casuals with the Extra Sales Appeal of 


NEOPRENE SOLES 


Here’s a brand new profit-maker you'll want to 
cash in on: “Randy” canvas sport shoes . .. the 
first to combine smart new styling with the 
built-in sales appeal of rugged, long-wearing 
neoprene soles! 

Your customers will like the trim good looks 
and easy comfort of these handsome, washable 
casuals. They'll appreciate the durability of the 
resilient neoprene soles, too. 


Ee, 
a Boal 


Randoiph, Mass 
from 6\2 to 12 


tough, 


Manufactured by the Randoiph Shoe Co 


available in black, blue or brown, men's sizes 


Randys’ 


You'll like the way these selling points help 
you bring in profits: neoprene’s long wear 
and resistance to oil, grease and weather make 
“Randys” ideal for work or play... yet fab- 
ric uppers permit year-round wear both indoors 
and out. 

Take advantage of this big new profit-mak- 
ing opportunity, and get the extra selling power 
of soles made of Du Pont neoprene. 


are 


come in at 


tractive point-of-sale display box with heipful safety rules for home and work 
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Better Things for Better Living . 


NEOPRENE 
SYNTHETIC RUBBER 
BS- 


S66. u 5. pat OF8 


through Chemistry 
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Work Simplification 
for Small Business 

(CONTINUED FROM PAGE 101) 
caller, disrupting 
every-day routines with 
to correct a 
“weakness” that 
uncovered ? 


your employees’ 
meetings, 

real 
yi yu 


conferences, 
fancied 


or 


have 


Are you constantly calling execu- 
tives on the phone or in person to 
get information that possibly could 
have been answered by referring to 


a record already available to you? 
Do you busy yourself with doing 


the things you like to do and post- 
poning the “unpleasant” tasks—or 
the difficult task of managing 
place of “doing-it-yourself”? 


in 


Do you waste your employees’ time 
asking questions to show them how 
smart vou are? 

In short, work simplification must 
start with the owner-manager him- 
self. 

1. Analyze and organize your own 
job —doing only what you, as a boss, 


should do— 


(a) Plan the company’s future. 





ody 
for stan " sry—which 
ne the rapid turn-over that 

f Finest gorment 


r a f y 


$490 


BERNED SHOE CO. 


Manufacturers — Distributors 
207 ESSEX ST., BOSTON 11, MASS. 


(b) Check to 

carried out. 

See your executives often but 

(so that you 
and they can fit these meet- 
ings into their schedules 

d) Hold periodic meetings at 

predetermined dates 

Inspire 


see that plans are 


at fixed periods 


(e creativity and _ self- 
discipline in your staff. 

2. Organize 

a) Determine what functions are 
to be performed. 

b) Who is to perform them. 


3. Instruct 
Set down in clearls 
in detail 
pect of each man, what he 
to do, the case of 
new to do it In 


wher executives 


writing 


and what you ex 


in 
how 


and 
man, 
most cases 
do not carry out your orders, 
it is because they do not know 
what 


is expected or wanted, 


or do not know how to do it 
Follow 
a) Set up controls to insure that 
to 
as vou want it 


up 


what is be done is being 


done and on 


time. 


5. Policies 
(a) Put your company policies iv 
that 
you 


wrifing 80 everyone 


knows where are going 


6. Set Standards of Performance 

a) Many executives are self-sat 
isfied if their 
forms at industry 
Remember the industry aver- 


company per- 


average. 


age is only mediocre perform- 
many 
than 
where vo 


there are who 
better 
age and that is 


belong in the top 10 per cent 


ance 


avel 


are doing 


if you wish to succeed 

In short, work simplification starts 
at the top with the elimination of 
the complexities and confusions en- 
gendered by the free wheeling dy 
namic, disorganized owner-manage} 

If all kinds of 
things above you are 
ready to proceed with general work 
simplification. Next 

1. Call a meeting of your exec 


you have done 


mentioned 


tives and explain your goal 
of 


(a) Elimination unnecessa 
work. 
Simplification 


necessary. 


(b of what 
Improvement in present 
methods. 

(CONTINUED ON PAGE 150 
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TEEN-AGERS ARE DATING STEADY WITH 
LAZY-GONE? stvien in NYLOVEL® 


Reg. U.S. Pat. Of. and Conado 


Ask anyone who owns good selling stocks of Teeners do everything, go everywhere, in tough- 
NyloVel shoes . . . a LAZY-BONES retailer, for wearing NyloVel shoes, which need the least of 
example. He can tell you what a fast-selling pace care to retain a brand-new look. They invariably 
this dream-shoe material by MARTIN creates. come back for an additional pair in different color! 


#2011 —5-8—B to D #838 — Patch saddle in black NyloVel 
2012 — 8%-11 A to D 5-8—B to D 
2013 — 12%-4 A to D . 8%-12 A to D 
2014 — 4-9 AAA to C 12%-4 A to D 
All in Black NyloVel 4-10 AAA to C 








FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 


MARTIN MILLS: U.S. A., FRANCE, ENGLAND, ITALY, CANADA, 
MEXICO, BRAZIL AND ARGENTINA. 


Sales Agents: 
SHAIN & CO. 
Boston 
MANSKE & CO. Insist on this tag as your assurance of quality. 
St. Louis 
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Style #1000, Opera Style slipper, 
sizes run 5-11, Colors — Red 
Bive ond Pink Corduroy 

rice 3 


New! 
*“MAGIC-EASE” 

INSOLE 
vs 


j 7 Fy 4 7 = : ; 
a ~ . — . - ‘ , 

. ey qnt IN = 

JS. ss & 

¢ ad ~ F 

ld \" ms. oe Just see a pair — 
\ ve notice the quality features — 
prem t: the quality workmanship. 


4 


a. 


Over 150 styles 
to retail $7.95 to $11.95 At the National Shoe Fair — Oct. 23-26 


Hotel Morrison ROOM &2:3 
SIZES TO 11, AAA TO EE 
NEW YORK REPRESENTATIVE WEST COAST REPRESENTATIVE 


5/8 leather heel. Mr. Max Elb Mr. George Greenbaum 
915 W. End Ave Alexandria Hotel, Room 708 


New York, New York Fifth at Spring 

AC 2-5601 Los Angeles 13, California 

NOHEL Manufacturing Corp., 50 ALEPPO St 
PROVIDENCE, RHODE ISLAND 
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Style Favorites 


TAPERED TOES 


» WILLITS 
In the New, Light, Flexible 


Silhouwelt Construction 


The rapidly expanding youth market, continually swelling in size. 
influence and purchasing power, offers tremendous opportunities for 
shoe retailers. This is the wide open target that Willits dealers are 


hitting with great success. 


Write for Fall and Winter Catalog 


Silhouwelt Tapered Toe 
BLACK SUEDE WITH BLACK 
LEATHER EYELET STAY 
Black Frost Cushion Crepe Sole 


No. 190 AA to C .. ee | 
eee tein een 

No. 1909 BtoE .... na 12, to 3 
101%, and 11—50¢ extra 


Available also in Grey, Loden Green 
and Loden Brown Suede. 


Be sure to see our complete New 
Spring and Summer Quality Line 
of Goodyear Welts, Cements and 
Silhouwelts at the 


NATIONAL SHOE FAIR 


ROOM 875 PALMER HOUSE 


WILLITS suor company 


HALIFAX PENNSYLVANIA 
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Work Simplification 
for Small Business 
(CONTINUED FROM PAGE 146) 


These executives know more of 
what is going on than you can learn 
in a month of Sundays. You may 
ask, if they know what can be cor- 
rected, why haven't they done it? 
Three reasons. First, people are 
lazy and do not do more than they 
have to—and change requires effort. 
Secondly, perhaps at one time they 
may have suggested a change and 
received an abrupt or distracted 
answer—and are discouraged. Third- 
ly, they are afraid that changes im- 
ply criticism of their present work. 

2. Ask them to fill in a form such 
as is suggested in Exhibit I. You will 
note that they are asked to answer 
“why” twice. The first answer to the 
first “why” 
rationalization. If a second why is 


question results in a 


cination. 





EXHIBIT | 


WORK SIMPLIFICATION REVIEW 


DE PARTMENT 


THERE'S A BETTER WAY 





PROCESS 





be coming closer to the truth. 
third column 
for an easier way. This forces ratio- 








P 
| 
| 
| 
| 
| 
| 
| 
| 


METHODS PROBLEM 
i 


Study 


EXHIBIT I 


What is done - why is it 


| Where is it done - why is it 


done there 


When is it done - why 


at that time 


is it done 


Who does it - why does this 


person do it 


How is it done - why 


done this way 


s it 





|WORK AREA 


Tools prepositioned 


areas 


Flow of work 





Physical conditions 


| 
{FORM DESIGN 


Normal work area needed 


Maximum work area needed 


Relationship with other work 


Degree of mechanization 


What is done - why is it done 


Where is it done - why is it 


done there 


Where is it filed - is 


When is it done - why 


done then 


it needed 


is it 


Who does it - why does this 


person do it 


Who uses it - is it needed 


how often 


How is it done - why is it done 


this way 


How is form designed - why this 


arrangement 





PRESENT 


ba ination 


ask for a 


What is being done 
Where is it being done 
Who does it 


WHY and WHY 


Suggestions for 
is it being | THE BETTER WAY 
done 


— 


rea eer SSE 
applied to the first answer, we will 


In the 


Nothing we do is so per- 


Look for 


Possibility to 


Eliminate 


Change Sequence 


Place Persor 
Improve 
methods 


Simplify Motions 


Straight line 


New machines 
reduce fatigue 


Forms should be 
Concise 


Coordinated with 


other forms 


Constructed for easy 
writing and reading 


Designed for low 





suggestion 


fect that we can’t improve on it if 
we apply ourselves. 

3. Give them a copy of Exhibit I] 
to suggest areas of study and to or- 
ganize their thinking and analysis. 
with each 
there 


personally 
executive his suggestions 
should be a suggestion for each oper- 


4. Discuss 


ation, form, system, used. 


5. If you disagree turn it 
Refer it to a committee of 


don't 
down 
“Work Simplification” executives for 
study and recommendations 

6. Praise and reward all good 
vork 

In summary—high expense, over- 
lapping functions, sloppy work, com 
plex and costly procedures, and de 
creeping 
paralysis that develops in every busi- 
ness that 
“tradition,” 
The remedy? 
onto a dry dock where all can see 
them—and scrape! 

The rewards? If you are not in the 
top 10 per cent, expense wise, in 
your industry, you can effect 
ings, of from 10 to 33 per cent of 
your expense figure. If you can’t do 


lays are the result of 


allows the barnacles of 
or bossism to creep in 
Lift your procedures 


Sav- 


it yourself, either because you are 
involved, personally or family-wise, 
ask a friend to do it for you 
With competition 
road 


or call 
for outside help. 
getting keener because of 
stores, discount stores, etc., it is to- 
day more important than ever to get 
house in order. An annual 
inventory will bring good 


your 
“methods” 
dividends. 


Dupree’s Chiidren’s Shop in Kins- 
ton, N. C., has added a 500-sq.-ft. 
shoe department. Bill West oper- 
ates the new section. 
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See our exhibit— 
NATIONAL SHOE FAIR, 
BOOTHS 80-81 
EXHIBITION HALL, 
PALMER HOUSE 


Any shoe 

looks better... 
sells faster... 
displayed with... 


hig Phe 
i gt WL ‘Write for new catalogue. 


SHOE FORM CO. INC. Auburn, New York 
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ALL YOUR 


Introducing... 


Western Neos 


So ie cna, 
by DISPLAYS : 


SS See See eee eee eee eaeaeeeeeaceenaaca d 
J. W. Carter OFFERS THE MOST COMPLETE LINE OF 
Here are boots that are 


bound to make a big SELF SELECTION — SELF SERVICE SHOE 


contribution to your 
profit picture for 4 

months to come. Built ' 

on the famous . RACKS 
Wellington last... t 

finished with smart 

Western style, full 

leather lined tops... and 
they combine solid 


uated Wonecs oie. DISPLAY FIXTURES 
for WINDOWS and INTERIORS 











See our line Booth 48-49 
National Shoe Fair 
Paimer House Exhibition Holl 








12 shelves unit 
36” wide 60” high 
with plastic casters. 





J. W. Carter builds 
these boots with high Finish: silver or 
and medium tops; with gold hammertone 


a choice of black or tan 
in both styles. $35.85 


And like all J. W. 
Carter boots and shoes, 


they are popular priced . 

to move faster with a 100 pieces $17.50 
250 pieces $42.50 

Dozen $ 2.50 











259-852 


full markup to you. For 
full details see the 
Carter man in at Se wun andi ail 
area or contact the beat for heel elere- 
factory today! tors, clear plastic 

with plated spring 

wire. 

2259-708 
CHAIN QUANTITY PRICE AVAILABLE 


All goods FOB our plant. Check with order under $25.00 


J. W. CARTER COMPANY 
P.O. BOX 30 © NASHVILLE, TENNESSEE PLASTIC © METAL © BRASS © WIRE © WOOD FIXTURES 
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‘Magic Mirrors’ in GallenKamp Stores 
Entertain Kiddies while Parents Shop 


GALLENKAMP Shoe Stores, a west coast chain of 
well over 200 units, is 
installing “magic mir- 
rors” in its newer 
stores. The mirrors 
reflect grotesque and 
humorous forms. 
They are part of a 
program aimed at en- 
tertaining children 
while parents 
Play 
also made available. 

“It is interesting,” 
Harold White- 
head, manager of the 
new GallenKamp 
store at College Grove 


shop. 
equipment is 


says 





Center in San Diego, 
“that 
much fun out of the 
mirrors as do _ the 
children 
result is inexpensive public goodwill for the stores.” 


adults get as 


The overall Magic mirror 


Umbrellas Tell Shoe Style Story 


This display idea, utilizing white silk umbrellas, was used at an 
industry meeting to emphasize the detailing on the shoes. The same 
idea could be worked into a shoe window as backdrop to promote 
specific styles. Variations of the idea to promote dyeable whites 
or special colors can also be developed from this basic idea. 
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THE TOUGHER HIS JOB 
THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 
of his foot is in the sole of his shoe. That’s why Vul- 


Cork soles are worth more to him. 


They're important to his job, and his day’s 


comfort is your day’s business. 


Cambridge Rubber Co., Taneytown, Md., Makers of AE0Ga 
™. 


VUL: CORK & € 
VULCORK NEOPR 


$0 light, so flexible, so resilient,you can roll them up. . .right in the palm of your hand. 


Vul-Cork Sole Div 
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Kentucky Retailer Woos 


Gift Trade 


Size File Pays Off at Christmas 


By GENE CREIGHTON 


PROBABLY no store in the South 
sells many pairs of shoes for 
Christmas gifts as George F. Runge 
& Son, Paducah, Ky. 

Beginning every Nov. 1, 
ful series of gift-suggestion signs 
appears in the windows of this 
smart Kentucky footwear shop. The 


as 


a color- 


& 


BUILD 


signs are lettered with suggestions 
concerning every member of the 
family. One general sign, in tra- 
ditional red, green and _ white, 
states, “They Love New Shoes for 
Christmas!” Below, in white, are 
lettered the names of top brands of 
shoes carried for infants, small 
children, growing boys and girls. 

Another sign reads, “A pair 


% 


of 


YOUR 


CHILDREN’S 
BUSINESS 
ON 





QUALITY 








AND YOUR OWN 











PRIVATE BRAND NAME 














See our new Spring and Summer Line—Rms. 700 & 799, Palmer House 











EPHRATA 
SHOE COMPANY 











EPHRATA, PENNSYLVANIA 
New York City, Marbridge Building, Room 635 


Roblee Shoes Make a_ Sensible 
Gift.” It’s ringed around with top 
styles of smart men’s shoes. In still 
another window, women’s comfort 
shoes are shown with a sign let- 
tered, “Give Mother Foot Comfort 
for Dress Wear and At Home.” 


The signs, in- 
George F. 


We Know the Size 
dividually designed by 
Runge, Jr., have one thing in com- 
mon—a notation stating, “We Have 
His Size Record” or “Her Size Rec- 
ord” as the case may be. In posting 
that point, the Kentucky shoe re- 
tailers have completely eliminated 
the principal stumbling block in the 
path of successful Christmas gift 


sales. 


Dad is advised to buy comfortable shoes 

for mother as a Christmas gift. There are 

also signs in the store of George F. Runge 

& Son, Paducah, Ky., suggesting shoes as 
gifts for the children in the family 


of 
unless 


“Few 


shoes 


people will buy a 
Christmas gifts 
the exact size,” 
pointed out. “They fear 
of coming to 
them would spoil the appreciation 
value of the gift. At the same time, 
we want to be freed from the heavy 
duty, profitiess labor involved 
making even exchanges where the 
size isn’t right. So we have simply 
taken that obstacle out of the pic- 
file of 10,000 


pair 
as 

know Runge 

that the 


exchange 


they 


nuisance 


in 


ture by building a 


size registrations.” 

Naturally there 
10,000 
population 


Seldom a Miss 
than people 
Paducah. Its 
50,000. But the 10,000 names card- 


filed in the store represent the sort 


are more in 


near 


18 


of customers most likely to buy top 
quality shoes. The file covers the 
market so completely that it is very 

(CONTINUED ON PAGE 158) 
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For Your Most Discriminating Clientele 


SAXONE 


famous Scots-made shoes for Men 


“Anything new?”. .. From the land of the Tartan and the 


Thistle comes this campus edition of a famous range of 
Saxone sport shoes... proven sellers from Coast to Coast. 
Equally distinctive are our TOWN, COUNTRY & CASUAL 


See them... shoes ... luxurious leathers... genuine American lasts. 


NATIONAL SHOE FAIR - Palmer House - Room 943 
SAXONE or scoTianD + 47 W. 34th Street, New York 1, New York 
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a shoe that’s gained 








imitated. too — but soaring sales in 
the original genuine Dunh 





tores everywhere indic< 


DUNHAM’S BRATTLEBORO 


in Canada: Greb Shoes Ltd.. Kitchener, Ont 


genuine Dunham's 


TYROLEANS, 


If you've put off ordering them up to now, consider this for a moment Genuit 
are nationally recognized as the most popular 


most profitable outdoor 


ate that cc 


am 5 Puccinenall Let us 


VERMONT 





J . ‘ ve . 

Salesmanship and Shoe Fitting 
by JACK MARCUS 
Marcus’ Sample Shoe Shop, Philadelphia, Pa. 

A customer entering the portals of your store, when 
received with courtesy in a “peppy” way by a salesman 
radiating dependability and enthusiastic service, is in- 
stinctively moved into a receptive buying mood. 

This practice of acting with alertness makes an in- 
stant impression They quickly 
decide you know your business and you win their con- 


upon your customers. 


fidence. They see you are running your job, instead 
Your “pep” communicates 
itself to purchaser and spurs that customer to 
action. He she will think 
more quickly, more 
quickly, and buy more quickly. 

If you are 
movements, sluggish in 


dull in your conversa- 


of your job running you. 
your 
select 
slow in your 
your 
actions, 
tion, hesitant about helping a 
decision, more than 
likely to have a disgusted cus- 
tomer on 
tomer who will probably not 
buy at all. 
Pay attention to this. There 
is something fascinating and 
magnetic about you when you eR 
show know JACK MARCUS 
thoroughly. It has a tonic effect on your customer, 


you are 


your hands—a cus- 


you your job 


who 


156 


relishes the pleasure of being waited upon by 


to be 


an expert. 
certain of absolute failure in life 
for yourself and those 


If you want 


W ho depend upon you, be inde- 


pendable. Promise your customer something then for- 
and let him or 
that you 
heart you know 
Nothing in the 


sight of successful men 


get it; tell your customer an untruth 
it out 
know a thing is right, 
That 
is more despised in the 
When 
it’s carried out. Check up to see that no one 
particulz 


More, 


not only living up to your promise, 


her find later; your customer 


assure 


when in your 


it is not. is the way failure. 


world 


than undependability you promise something 


see that 
else falls down on the job, irly when you have 


made a special promise. dependability means 


but also being every- 
thing you pretend to be. Know your business so that 
judgment in the 


article pur- 


a customer may depend upon your 


matter of style, use and service of the 


chased. 


Yourself 


when you 


Forget 
( Iniv 
to greatness, 


forget vourself are you on the road 
When 


fail to promote your great cause, 
I Z 


waiting upon a customer, never 
which is to build your 
success by means of the organization of which you are 
smiling countenance smooths 
Whatever you do, do it 


Don’t be grudging about it 


a part. Be cheerful—a 


away sales resistance. with 


cheerfulness. don't act as 
though you are conferring a favor. 

If a customer asks you to perform an unusual service, 
and, let 
work. 


act as though it’s a pleasure for you to do it 


me repeat, be cheerful as you go about your 
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Cheerfulness is an essential element to success. In the 
course of conversation, never fail to say something of 
the sincerity, knowledge, technique, and understanding 
firm. Express your feeling of the good-will 
which your firm holds for you, anc your good-will to- 
wards the organization. More than that, let your cus- 
tomer know that underlying the success of the firm is 
an unbroken thread of purpose, whose basic interest is 
to establish a satisfied 


of your 


giving expert service in order 
clientele. 


Good Will 

The first thought of the entire organization is cour- 
tesy; “pep”; third, dependability; and last 
but not the desire to do everything possible to 
merit the good will of customers, so they, will 
recommend their friends. 

The 
striving for permanent customers, 


Customers’ 


second, 
least, 
in turn, 


sale, but is 
there is 
no demand in your specialized line that cannot be pro- 
vided. 


firm is not interested in a single 


and hence 


Even when special demands are made for mer- 
chandise which cannot be profitably carried in stock, 
you will make an effort to provide it. 

A customer who is so served and who so understands 
you in the store, is bound to come back year after year, 
of his 

fol- 


is certain to transmit your enthusiasm to a circle 


own friends. Your store is bound to increase it 


lowing and as a result compel the firm to enlarge its 
capacity. It affects you in establishing a personal fol- 
lowing that grows as the store grows. It is your road 
income; your road to becoming an 
independent merchant yourself. 


to an increasing 


The Value of a Shoe 

The value of the shoe to a consumer 
the quality of the leather altogether, but depends upon 
good service, careful fitting. A ten dollar shoe for five 
dollars may be a bad bargain, yet a five dollar shoe for 
$8.50 may be a great success from the consumer’s point 


does not lie in 


of view. 
My great 
best possible 


urge has always been to give people the 
service in my particular line. I have al- 
“They me, but they shall 
in my own job,” a result of this 


ways said to myself, may tie 


never pass me and as 


all other blessings follow. 


A white leather boot called the “phaecasium,” iden- 
tified the Roman pagan priest, but it wasn’t nearly as 
impressive as the black and white leather footwear 
which the high Roman magistrate slipped on his feet 
when court was in It was made of black and 
white leather, had a toe, an unusual type 
of fastening at the side, coration there of a 
small crescent 


session. 
turned 
and 


up 
a de 





THE LEATHER BOOT THATS GUARANTEED 


INSULATED 


as DUE AUD LE 





Style 7670 
Durofilex 9” wa- 
terproof boot. 
Also in 6” and 
10” uninsulated 
styles 
onrnte, 

ees 


Fe 
/ @ LY 


%, woo ¥ 
ene we 


IN THIS, OUR DIAMOND JUBILEE YEAR, 
MORE RETAILERS THAN EVER WILL KNOW WHY 
ITS GOOD BUSINESS TO DO BUSINESS WITH 





DUNHAM S$ 
DURAFLEX 


Best waterproof leather boot ever 
none! Dunham's Durafiex sells best, 
it's not only guaranteed waterproof . . . it's breath- 
able (natural Syimer®) leather), and completely 
insulated from “‘top to toe'’. Order the waterproof 
boot that gives you more to tell —— more to sell — 


Dunham's Duraflex. 
BRATTLEBORO, VERMONT 


made — bar 
too, because 





National Shoe Fair 
Chicago — 

Hotel Morrison 
Room 724 — 

Oct. 23-27 


Columbus Shoe Show 
Deshler Hilton — 
Nov. 13-15 


SEE US 
AT THE SHOWS! 





Boston Shoe Show 
Parker House — 
Rooms 614-16-18 
Nov. 13-16 


Detroit Shoe Show 
Statier Hilton — 
Room 1304 

Oct. 30-Nov. 1 


Pittsburgh Shoe Show 
Penn-Sheraton — 
Room 457 

Nov. 12-16 
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Size File Pays 

Off at Christmas 
(CONTINUED FROM PAGE 154) 

seldom that a size isn’t on record 

when a shopper asks for it. 

“We work hard at maintaining 
the accuracy of the size records,” 
Runge added. “Each year we cir- 
cularize half of the list, check the 
size, and invite the person ad- 
dressed to drop in to say hello and 
have his size checked. The 5,000 
mailings are a simple means of 
weeding the list down to people 





actively in the market. All returns 
are automatically removed from the 
file. Of course it is expensive, but 
keeping the size record means so 
much to our customers that we in- 
tend to use this system indefinitely.” 


It Pays Off—It is during the 
Christmas season that the plan pays 
off its greatest benefits. Dress 
shoes, hunting boots and even work 
shoes outsell the gift slipper turn- 
over each Christmas because a 
shopper can buy shoes for another 
person without hesitation. 

The program has steadily grown 


branded jobs 


SOLE DISTRIBUTORS OF 


CUSTOM DESIGNS , 
Niccolo, += soubrentes 


SHOW; 





NG: 
CHiCAgg OCTOBER 23.2, 


Ho 
TEL MORRison, ROO 


1170.7} 


Seth Gaffin Shoes, . 


146 DUANE STREET, NEW YORK 13,N. Y. 


| 
| 


more important because people are 
budgeting their Christmas funds 
for practical gifts. 


Not only is the customer invited to buy 
shoes as gifts, but she is also told that gift 
wrapping is free on request. If you don't 
know o size, it's probably on file in the store. 


The Runge firm keeps its record 
system well known in a variety of 
It is mentioned in frequent 
newspaper display ra- 
dio spots. Every salesman, waiting 
on an obviously new customer, in- 
serts the story of the size record 
into his Then, of 
course, window signs publicize the 
system. Now, after nearly 20 years 
of religiously registering every cus- 
tomer’s name, address, size, brand 
preference, the George F. 
Runge firm has an invaluable link 
built with the gift-buying public. 


ways. 
ads and on 


conversation. 


etc., 


St. Louis Shoe Industry 


Receives a Radio Salute 


ST. LOUIS—This city’s Junior 
Chamber of Commerce saluted the 
St. Louis shoe industry by devoting 
one of its half-hour radio programs 
to footwear. Shoe industry repre- 
sentatives were interviewed on the 
evening program on station KSD. 

Julian Jr.. of Samuels 
Shoe Co. discussed production and 
Jim O'Fallon, style coordinator for 
Shoe women's 


Samuels, 


International Co.'s 
specialty divisions, talked about de- 
signing. 

Covering fashion and promotion 
was Jaclyn Meyer, chairman of the 
Shoe Fashion Board of St. 
She outlined the work 
making shoe news available to edi- 


Louis. 
board's in 
tors from coast to coast. 

Arthur Gale, executive secretary 
of the St. Louis Shoe Manufactur- 
Assn., explained the function 
and activities of his organization. 


ers 
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Arch Feature 


Zi Styles High 
2182 Sizes Wide 


You're looking at the most in feature footwear for 
children . . . the most in style selection, the most 
in sizes available, and the most in opportunity 

to build business volume. Alertly merchandised, 
properly sold, Child Life Arch Feature Shoes — 
backed by same day in-stock service — can add 


substantially to your sales and profit figures. 


Why not talk to the Child Life representative 
in your area? He is a man of character, ex- 
perience and intensive training in this special- 
ized market . . . well qualified to apply his 

knowledge to your specific circumstances. Your 
call will be welcome . . . and there is no obli- 


gation. Please write. 


HERBST Shoe Manufacturing Co. 
P. O. Box 2005, Milwaukee 1, Wis. 








‘these ELK aia ashes is impossible ‘1s dat 

licate in U. S: Order now for Christmas sales 

ant Spring delivery. Write today for ELK 

BRAND catalog. plus complete Quoddy catalog. 
AML Styles J Available 


land or 
FOB Quebec 


This three-tiered shoe bar was built for and designed by De Roose 
Goetting, monager and buyer for all Rosenfield’s House of Fashion 
shoe departments, Baton Rouge, La. It displays over 200 pairs of 
shoes, promotes customer selection, saves sales time and results in 
numerous multiple sales. It is 25 feet long. Mr. Goetting is the pres 
dent of De Roose Shoe Corp.. a subsidiary of Midland Shoe Co 


Mi ore with 
Modern 


MORE SATISFIED 
CUSTOMERS 


SELF. 
With the fabulous NEW Ss ADHESIVE 


F OOT HOLD 


ball cushion 





Made of non-slip suede thot 
—Prevents foot from sliding forward 


Backed with resilient foam rubber that 
—tushions the ball of foot for maximum walking comfort 
Send for FREE SAMPLE Today! 


See Your Local Jobber About The Complete 
Line of Modern Merchandise, the fastest 
moving Orthopedic Line in the Country 
or write 


ODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 
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2 fast-moving ; 
silicone products 


SHOE SAVER ! SUEDE SAVER 
keeps feet dry without rubbers. ends water-spotting on suede 


SHOE SAVER” protects and SUEDE SAVER* is a protector, 
preserves leather. Keeps water ~~ cleaner and reconditioner all- 
out. Shoes stay soft, comfort- ; VF in-one. A neutral spray that 
able, new looking longer .. . aie makes suede an “all-weather” 
take a brighter, lasting shine. leather. 


Retail: 4 or. bottle $1.00 : ‘ Retoil: 6 oz. spray $1.25 
8 oz. spray $1.59 ; : . eTme 


Pre-sold by Powerful National Advertising 
via Network TV and Leading Magazines! 


Advertised in these top SHOE SAVER SUEDE SAVER 
ee ee any oF 2 Me Calls! ‘VOGUE! 
Boas) Orr Outdoor ' Outdoor Life | ‘Mademoiselle’ 


ae All this plus a complete package of free local sales aids 
YOU MAKE A FULL 40% PROFIT on both including: handout literature, newspaper mats, displays, radio- 


SHOE SAVES end SUEES Se Sees saw TV announcements, window banners . . . you name it! 
— stock up — display prominently — then lis- 
ten for some sweet new music from that 


cash register! 











Dow Corning CORPORATION 


MIDLAND. MICHIGAN 
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History Can Be Profitable 


In window display at The Globe, Scranton, Pa., featured styles 
among “Shoes of Yesterday” were mounted on burlap-covered boxes. 


THE GLOBE department store, Scranton, Pa. reached 
into history to stage an intriguing promotion on the 
“Shoes of Yesterday” in its women’s shoe department. 

Shoe buyer Andy Yaniga reported that overall re- 


your best way Nationally 


Advertised 


D! Scholls 
SHOES 
Eliminate fitting problems . . . 


increase your repeat business! Made over 26 different 
lasts, each designed for a particular type of foot 
Choicest leathers. Right and left individual 
pre-molded counters. Resilient spring 

steel shanks. Many styles 

Moderately priced 


to serve 
a big market! 


AAAA . 6% to 12 
AAA.5 13 
Ak “” 13 

13 
13 
13 
13 
12 
12 
11 
10 Style 2367 
10 Biack hid biucher 
10 Long inside counters 
8 12/8" leather hee! 
with 44" rubber top fift 

8 Also in white 


SIZE 
RANGE 


> 


EE 

EEE 

EEEE 
EEEEE. 

EEEEEE 

EEEEEEE 

EEEEEEEE 


ee Owowwwoww we e & 


Fast 24-hour in-stock service ... largest size-range in world! 
Some styles 25 to 13; AAAAA to EEEEEEEE 


WRITE FOR CATALOG SHOWING DR. SCHOLL'S MEN'S AND WOMEN’S SHOES 


THE SCHOLL MFG. CO., INC. 


1, N. Y., Los Angeles 58, Calif 





Chicago 10, Illinois, New York | 


sults of the event were “very satisfactory,” with great 
interest shown in the antique footwear. In fact one 
Scranton woman was so impressed she brought to the 
store a pair of 1911 women’s evening shoes to add 
to the display. 


Springboard for Fall 

Mr. Yaniga planned the promotion to help launch 
the fall selling season. It proved to be a solid traffic 
builder for the department and it helped set the 
stage for fashion selling of the new lines. 

One of the big drawing cards was a window display 
featuring a wide variety of the “Shoes of Yesterday,” 
including both American and foreign products. Some 
of the outstanding styles were mounted on stands 
covered with burlap. Accompanying each shoe was a 
card explaining its origin. 

In the Coronet Shoe Salon on the second floor an in- 
terior display was set up along somewhat the same 
lines. The table for this display was covered with bur- 
lap, which Mr. Yaniga felt dramatized the presentation. 

Available for visitors to the department was a book- 
let, “The Romance and History of Shoes.” So strong 
was the consumer interest that the store’s supply of 
500 booklets was exhausted. 

A local television station photographed the interior 
display and featured it on a news program. 

“We had quite a terrific response,” said Mr. Yaniga. 
“We also were given publicity in the local papers.” 

Helping pull traffic was a newspaper ad spurring in- 
in the “Shoes of Yesterday” and urging resi- 
dents to see the footwear in the window display. 


soon 


terest 


other Goose Shoes 


e The name itself charms them instartly! 

e Full color box with all the Mother Goose 
Choracters on parade! 

e To clinch the deal with Mom, sure fit and 

superb quality! 

@ Flexopedic Construction! 

Price range and mark up for profitable volume. 

a ——. ee in widths, sizes 1 to 5, 3 to 8, 84 1012, 12A te 3 
fait Point of Sale, Mots Available, Protected Franchise 


e 
3-21 | Feature, Display 


\cese="| Mother Goose Sh 

iwereen"\ Mother Goose Shoes 
\ re tn Write for Information 
Mother Goose Corporation 


sais ten SSS Westminster, Maryland 
® Registered Trade Mark : 


\ atin = 
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LEVOR'S 


[Dra] SOU)» el 





ON SIGHT! 


The gloveliest leather ever for women’s 
fine shoes! 





So soft, silky in texture, BRASILIA is sure to 
delight every woman who has it in her shoes. 


And what glorious colors there are to 
choose from! 


lnre silo@ 


e SPONGEABLE GLOVERSVILLE, N. Y. 
+ PERFECT COLOR PENETRATION 
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DON’T GAMBLE ON LONG SHOTS. ..BET ON A SURE THING... 
BUY THE “YEARS AHEAD” LINE! 


arizale | boots. ~« REZILTUF 


(It’s on the boot!) 


Tests show that only steel will do the job! And only 

Drizzle Boots have a revolutionary steel cup imbedded in viny! 
to prevent punctures at both bottom and sides of hee! 

Stay out in front in sales and consumer acceptance with 

the proven winner... Spike-Proof Drizzie Boots 

made of Reziltuf®! 


#305 HIGH SPIKE 
TOTAL HEEL PROTECTION! 


Viny!l-covered steel 
protects the boot 
heel at bottom 


PRINCIPLE nnn sees 
GARDENA, CALIFORNIA « FAculty 1-3011 and all sides 
Won't scratch 


the shoe 


IN NEW YORK AREA: 5701 Park Avenue 
West New York, New Jersey « UNion 4-4670 
. won't break 
IN CHICAGO: Airo Supply Co., 2732 North Ashland : . through! 
GRaceland 2-0254 
OR CALL YOUR NEAREST JOBBER 














#201* 
Skimmer Fiat 
Faille Pattern-Side Fasten 

ng. Size 5-10 


Slim toe skimmer flats and low heels 4 8-128 heel height. Fits 
w-low heels better than any other boot. Great for slim boot 


type shoes. (NOT guaranteed for spike heels 





#301-A | Made to wear with walking shoes, oxfords 
Low Heel | heele 6 /R_1? 
Faille Pattern. Front 
Fastening. Size 5-10 


8. Also fits new boot-type 


teed for spike heels 





#302* This very versatile shaped-toe Cuban will fit a wide variety 

Cuban cuban and spool type heels, 12/8-16 8. If accounts must 
Faille Pattern with Corde stock to 3 styles, this boot can be used for mid-spike heels 
trimas illustrated. Size 5-10 WILL NOT fit high spike heels 





#304 
Mid-High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-10 


At last, a real high fashion, beautiful boot for the very popular 
not-so-high heel. Designed to fit pointed toe, slim mid-high spike 
heel. 14/8-19/8 





#305* 
High Spike An elegant foot-covering made specifically to fit the new pointed 
Faille Pattern with Cordé toe, high spike shoes. 21/8-25/8. This boot CANNOT BE WORN 
trim as illustrated. Size 5-9 ON MID-HIGH HEELS. 


% Best combination to fit most shoe styles - with minimum stock See us at the Chicago Shoe Fair 
Room 786—Morrison Hotel 
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The new success leather 
acclaimed at June showings. 
Ecrusé Kidskin .. . by 
AMALCO, of course. 


Modern translation of the 
rich Edwardian crushed 
Moroccan grain . . . with the 
sleeker two-tone texture for 


today’s sophisticated tastes. 


The right look of casual 
elegance for the new spring 


shoe fashions. 


Colors are superb. 


ste] ) to the : 3 . Write for swatches: 
AMALCO FASHION OFFICE 


fash ion fre mit . Room 604, 71 W. 35th St., 


New York, N. Y. 


ae aly iad 9 
lor spring 61 
with new... 


ecruse 
kidskin 


AMALGAMATED LEATHER COMPANIES, INC. > WILMINGTON 99, DELAWARE 
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far shoe heels 
ME, SANS, if 


| AMERICA’S 

/ LEADING 
_ MANUFACTURERS* 

A USE 


VYEOLAC. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND:RIGID 


ni) 


Shoe industry leaders have too much 
at stake to risk using a maetegial they 
can't trust. These leaders—and many * 
others in the industry — are now using 
Cyco.ac for the tall and thin women’s 
shoe heels that fashion has decréed. 

CycoLtac—the ABS plastic frome 
Borg-Warner—is being used by more \ 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage 

If you are not now using CYcoLac 
write today for information on this 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels 


Names On Request 


MARBONM CHEMICAL 


WASHINGTON 


overon BORG-WARNER 


WEST VIRGINIA 





“We were plagued 
with requests for 
price discounts! 


Our hand-written 
prices didn’t seem 
“final” somehow 


FIRM NAME 


08 FHA 
But now— 


with Monarch 
PRINTED price mark- 
ing, our prices speak 
with ‘authority’..... 
Requests for discounts 


9»? 


have fallen off! 


$298 





Printed prices seem to say 
“this price is official.” Cus- 
tomers respect them. Users 
of Monarch printed price 
marking say the savings are 
wonderful ! 

The coupon will bring you 
information on many ways 
you'll benefit with Monarch 
Price Marking. 


The MONARCH Marking System Co. 
216 South Torrence St., Dayton 3, Ohio 


1 am interested in a Monarch Model 20 Dial-A-Pricer price-marking 
machine. Send me information on it—without obligation 


NAME____ ‘ - 
TITLE 

city __ 

ee 


BSR . 1060 
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SEND 
FOR 
CATALOGS 
OF ALL 
THREE 
LINES 


3 DISTINGUISHED LINES by Lilia Claw 


EDWIN CLAPP & SON, INC. : EAST WEYMOUTH, MASS. 
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A Shorteut to Greater Boot Sales 


SALT LAKE CITY, UTAH—Key- 
specific hunting boots in the 
inventory directly to specific hunt- 
ing outfits has been a shortcut to 
greater boot sales which has paid 
impressive dividends at Wolfe’s, 
here. 

The big Wolfe store, with a com- 
plete sporting goods department ra- 
diating out from the footwear de- 
partment, has found that many 
men, just getting started on hunt- 
ing aS a sport, know very little 
about the subject of boots, but are 
chary of revealing this lack of 
knowledge. Surprisingly, even vet- 
eran hunters with many forays to 
their are wearing the first 


ing 


credit, 


ercuen 
mass 
sent 


Goid embossed 
groined plostic or 
etched bross nome- 
plate effectively presents 
your store nome. logo-type or trade mark with- 
out detracting from the shee or displey Avoil- 
Gble in men's sizes 7,7 of 8 C & OD and boys 
size 5 C end 0. *(50 peir minimum order for 
etched brass nomepicte! 


type of boot which they originally 
purchased, even though it may not 
be the best footwear for the pur- 
pose. 

Upgrade The Customer — Elliot 
Wolfe, store head, is proud of the 
fact that Wolfe’s sells 2500 
pairs of hunting boots per year, 
usually upgrading the customer to 
better-priced brackets, simply 
through tying specific boot styles 
to specific hunting clothes. As the 
plan operates, all boots carried by 
the shoe department in price brack- 
ets from $9.95 to $35.00, are imme- 
diately studied on receipt, in com- 
parison with hunting 
breeches, fishing apparel, 


over 


pants, 


etc., and 


© Made of durable light 

weoght plostie. Blimnate: ob 

jechoneble weight of full «ved 
wees on coveter duptey, 

* Custom, black Bnich end con 

trating nome plate @trectiwely accom 

tvetes your nome amd complements hoe 


* 2-pert conamittion oflews you 
te replece forepall only te & any 
style changes. 


= 


a 

se 
Adjustable for length ond width 
through vundave, Pierce- 
developed, binge ond screw od 
justmens ther Gssures perfect ft 


- 


On Display at the National Shoe Fair 


Booth 78—Exhibition Holl—Paimer House 


October 23, 24, 25, 26 
ANOTHER QUALITY PRODUCT FROM THE NATION'S SHOE TREE PIONEER 


168 


COMPANY 
BROCKTON. MASS. 


then keyed by symbol, so that every 
person in the clothing department 
will be sure to suggesc the proper 
boot. “We go even further than 
that,” Wolfe indicated. 
man in the shoe department isn’t 
busy at a time that a similar sales- 
man in the hunting clothes depart- 
ment finishes up with his customer, 
he will introduced 
by name, and asked to show a boot 
already identified by a code number 
or symbol. Even though the cus- 
tomer had not intended t 
new pair of boots, the fact that the 


“If a sales- 


be called over, 


buy a 


salesman goes and gets the proper 
pair, points out the advantages in- 
volved, etc., is a factor in 
making the extra sale.” 

Type of Use—In 
with the nimrod the salesman gets 
an idea of the type of 
which the customer will be putting 
his boots. If he is going after 
mountain for example, this 


strong 
conversation 


usage to 


goats, 
means that a combination of light- 
weight, extreme flexibility, and ex- 
tremely tough soles will be required 
for the and 
the rocky the 
hunter is simply going after deer, 
he will be tramping the forest, and 
a heavier boot, 
fortable leather, higher calf, will be 
A man who is hunting in 


mountain 
involved If 


high 


crags, 


slopes 


with supple com- 
required. 
winter snow, of course, presents a 
different 
hunter who will ride by pack horse 


problem, as does the 
over most of his trek 
Often Cheaper—Quite 
hunter who has “gotten by” 
old 
hesitates to 


often, a 
on the 
boots for 
ask about 
the that they 
extremely expensive. Frequently, a 
check that the which 
fit his purposes best are much 
lower than those he 
pected, a situation which almost al- 


same pair of many 


years new 


ones, on theory are 


reveals boots 


priced ex- 


ways results in an immediate sale 


In most cases, of every at- 


tempt is made to upgrade the cus- 


course, 


tomer into buying top quality, bet- 
ter-priced boots, which, of course, 
results in a very healthy situation 
at the cash register. Wolfe is 
tremely proud of his 2500 pair vol- 
the fact that the 
majority of people approached on 
the boot subject while buying hunt- 
ing clothes come back to buy the 
them, 
“no salesman 


ex- 


ume every year, 


exact pair recommended to 
and of the fact that 
suggest be- 


ever forgets to boots 


cause of this system.” 
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Normandie Calf by Gallun 


... planned for elegance 


Plan ahead . . . look ahead to better shoe sales when you use 


Normandie Calf by Gallun. This vegetable tanned leather is mel- ‘ (; \] [\ 


low ... retains a high lustre shine . . . it’s distinctly different. Na- LEATHERS 


tural grain Normandie Calf imparts added elegance to the above awit 


Town Boot — gives conventional shoes that “custom made” look. 


A. F. Gallun & Sons Corp. * Tanners + Milwaukee, Wisconsin 
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Priebe’s Spots Traffic, Gets Into It 


When he saw greener pastures 
for his shoe business on the other 
side of the street, Robert F. 
Priebe moved his store. Now he 
competes with four other shoe 
outlets and claims, “It's wonder- 


ful.” 
By BENN OLLMAN 


PRIEBE, Priebe's 
Shoes, on Milwaukee's near north 
side, always thought traffic was 
much heavier on the other side of 
the street. When a traffic count re- 
vealed that 70 people walked by the 
for every 


ROBERT F 


stores across the street 
five that went by his place of busi- 
ness—that settled it. He decided to 
move across the street at the first 
opportunity 

Last August, Mr. Priebe, after 
rearly a quarter century in the 
same location. found his opening. 
He moved his store across the street 
to 2226 W. North Ave 


Five in a Block—Five retail out- 
lets vie for business in this 
block. Priebe’s Shoes’ immediate 
competitors include the area's larg- 
est Sears Roebuck store; a Big Shoe 
store; a Thom McAn unit and a 
local family chain outlet, Bran- 


ovan’s. 


shoe 


Isn’t this competitive alignment 
too hazardous for independent 
Priebe’s Shoes” 

“It’s wonderful,” claims Mr. 
Priebe. He “We need the 
competition to keep us on our toes. 
Being so close to Sears Roebuck, 
frankly, is an advantage to every 
independent merchant in this neigh- 
borhood. They still pull the crowds 
in spite of all the new shopping 
centers springing In addition, 
Sears Roebuck is very cooperative 
with all mer- 
street to promote 


adds, 


up. 


closely 


this 


and works 
chants 
traffic.” 


on 


Founded 25 Years Ago—Priebe’s 
Shoes was founded 25 years ago by 
Otto Priebe, Robert's father. Rob- 
ert joined with his father 
23 years ago when they opened the 
just-vacated store across the street. 

The firm always stressed 
medium-priced family footwear. Its 
ladies’ shoes range up to $13 per 
pair, and men’s to $20. 


forces 


has 
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“There is still a huge market for 
conservative footwear” Mr. 
Priebe. “So many people suffer 
from foot trouble that they eventu- 
ally decide to avoid the high styles 
and settle for something more com- 
fortable.” 


says 


Success Secrets According to 
Mr. Priebe, the secret of maintain- 
ing a profitable independent store 
today is in 


complete inventories, 


fitting customers properly and per- 
sonalized attention. 

Priebe’s Shoes inventory, says the 
owner, is light on novelty items. 
The bulk of the stock is in staple, 
conservative merchandise. “I let my 
competitors handle all the novelty 
stuff,” he says. 


Calhoun’s Shoes, opened at Five 
Points West Shopping Center, Bir- 
mingham, Ala., is the second Cal- 
houn store in the area. The other 
store is in the Homewood section 
of the city. 


PREFERREO 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 


























ii || 


coal 


wa 


= tl | 


IN STOCK 


No. 635 Brown 
No. 675 Black 


The nation's leading foot-fitting specialists use 
Alden-Pedic shoes to satisfy “hard-to-fit" customers. 
Whether specialist or family shoe store, our Foot- 
Balance" program can build a repeat business for 
you. May we tell you how? 


Nz 
MaAen-Vredie 


E KEY 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 
Custom Bootmakers Since 1884 
BROCKTON, MASSACHUSETTS 





NEW 5-YEAR PLAN 
based on the most 
comprehensive market 
study ever undertaken 
in the shoe industry 
will enable Endicott 
Johnson to make and 
deliver every pair of 
shoes you want—when 
you want them 


NEW PRODUCTION 
FACILITIES to boost 
Endicott Johnson ca- 
pacity by 7000 pairs 
per day will speed 
delivery of the fast 
moving styles to your 
shelves. This will mean 
fewer back-orders 
give you more on-time 
shipments 


NEW MANAGE- 
MENT TEAM gives 
Endicott Johnson new 
“Market oriented” di 
rection at the top 

leadership whose sole 
purpose is directed 


toward sales leader 


ship in the popular 


price field 


NEW PRODUCT RE- 
SEARCH LABOR- 
ATORY puts Endicott 
Johnson ahead in 
leather processing and 


shoe 


techniques, resulting in 


manufacturing 


footwear that is recog 
nized as America's 
greatest value- dollar 


for dollar 


CANVAS AND RUB- 
BER FOOTWEAR 
PRODUCTION 
FACILITIES 


make 


help 
Endicott John 


son lines complete 


make it truly deserve 


the title “The Famous 


Family Name in 


Shoes” 


Things are LOOKIN 


2 Ate 
a ; ae 
os ‘ ae 


> Ae 
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happening to 


NEW STYLE STU- 
DIO. brings top talent 
and direction to build 
Endicott Johnson's 
leadership in the pop 
ular-price field. Every 
thing that’s new in 
shoes is translated into 
practical shoemaking 


in this studio 


LARGEST LEATH- 
ER PROCESSING 
facilities of any shoe 
manufacturer are but 
one example of the 
complete quality con- 
trol exercised by Endi- 
cott Johnson in every 
step of shoe manufac- 
ture from hide to fin- 


ished footwear 


ENDICOTT JOHNSON CORP., ENDICOTT 1, N. Y. 
THE FAMOUS FAMILY NAME IN SHOES 


NEW TOP-NOTCH 
FASHION CON- 
SULTANTS forecast 
and interpret world- 
wide style trends to 


put every Endicott 


Johnson shoe in the 


front line of fashion. 
The price will be right 
for volume selling .. . 
and so will the shoe. 


NEW SPECIAL 
SERVICE DEPART- 
MENT offers complete 
selling information 
and a comprehensive 
training program at 
the retail level to help 
make your operation 
more efficient and 
profitable. 


NEW IBM RAMAC 
650 Computing sys- 
tem (one of the first in 
the shoe business) is 
designed to make order 
processing and deliv- 
ery as much as 75% 
faster when in full 
operation ... E-J gives 
you the shoes you want 
when you want them. 


UP at Endicott Johnson 
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Facilities for Heel and Last Plant 


The increasing importance of plastics has placed an additional responsibility on the heel 

manufacturer, who must obtain new molds for fall and spring styles as much as three 

months in advanca. In its new facilities at Lawrence, Mass., Mears Heel Company operates 

one of the most advanced styling centers in the country. Here, based on trends in the 

domestic shoe industry and on indicators from abroad, the company develops heels for 
women's shoes which appear in retail outlets six to 12 months loter. 


LAWRENCE, MASS.—The Mears the plant which the two firms occupy 
Heel Company and the United Last here. The Fred W. Mears Heel Com- 
Division of the United Shoe Ma- pany, Inc., which is a wholly-owned 
chinery Corporation recently com- subsidiary of United Shoe, occupies 
pleted remodeling and modernizing the first floor; the United Last Divi- 


HORWEEN 
shell 
cordovan 


WORLD’S FINEST 


Out of the commonplace among 
leathers into the realm of 
unexcelled quality and beauty... 
THAT'S “HORWEEN 
CORDOVAN.” Specified by 
leading manufacturers and retailers 
for soft “feel” and long wearing 
comfort . . . specify HORWEEN 
and be SURE. 





Horween side leathers enjoy an 
outstanding reputation for 
dependability, too. 


HORWEEN LEATHER COMPANY 


2015 ELSTON AVENUE CHICAGO 14, ILLINOIS 
NEW YORK 38: HERMANN mneuee INC., 26 FERRY STREET 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 








sion occupies the second. 


Styling Needs—Until recently, 
the manufacture of women’s heels 
called for little in the way of basic 
styling. Heels were made of wood 
and the shoe manufacturer could 
get what he wanted from the hee! 
maker very quickly. But with the 
advent of new manufacturing meth- 
ods and the use of plastics, hee! 
styles must be made final many 
months earlier so that expensive 
mass production facilities can be 
made ready to produce them. Be- 
cause of these changes, the hee! 
manufacturer must be aware of 
styling changes as soon as are the 
shoe stylist and the shoe manufac- 
turer. He must have the heels 
ready, in the right styles, when the 
shoe manufacturers want them 


Harder To Make—Lasts for wo 
men’s shoes are also different than 
they were ten years ago. The mod- 
ern last is more difficult to make 
because of extreme style innova- 

(CONTINUED ON PAGE 176) 


Approximately 25,000 lost models are main 
tained in this vault at the United Last Divi 
sion in Lawrence, Mass. Potterns and master 
models are stored in each box. Some, sur 
prisingly, are up to 25 yeors old, indicating 
thot some styles, at least, don't change. The 
majority, however, are of recent design 


BALLET SLIPPERS 


(Pointed or Biunt) 





ACROBATIC SANDALS 


See them all but look us up for Ballets 
and Sandals. All sizes and colors avail- 
able, also men's sizes in the Sandals. 
You can order sizes you want. (Est. 1945) 


HOLLYWOOD PRODUCTS, INC. 


COLUMBUS 16, 0. (Factory) 
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IF PROFITS AND PRESTIGE ARE YOUR DESTINATION ...GO WITH GOLO 


America’s smartest retailers are taking the exciting Golo route for Spring 1961. Scenic wonders include 
the gayest, most light-hearted casuals you've ever seen. Full speed ahead...in magazines... publicity... 
traffic-stopping displays...complete selling kits. All aboard for the National Shoe Fair...in Suite 533-4-6 
of the Conrad Hilton Hote! in Chicago...at the Olympic Hotel in Seattle...at the Hotel Adolphus in Dallas... 
at the Alexandria Hote! in Los Angeles. For your convenience the gangplank is down Sunday, too. g\ 
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Imports Are No Problem for Bata of Canada 


BATAWA, ONT.—Thomas Bata, 
president of the worldwide Bata 
Shoe organization with headquar- 
ters here, is one Canadian manu- 
facturer who isn’t steamed up about 
import competition from low-wage 
countries. 

He’s making the most of it by 
manufacturing in low-wage nations 
as well as in Canada and the U. S. 
And he puts no limit on the com- 
pany’s research and development 
division here as the brain center of 
his global operation. 

“We're making more 
Canada than before the start of 
ompetition from Japan,” Bata said 
during a plant tour by members of 
the Toronto chapter of the Young 
Presidents’ organization. 


shoes in 


Import “Simpler” Styles—‘“I fee! 
we'd be selling more shoes if we 
didn’t have Japanese competition in 
rubber footwear, but we've found 
we can hold and increase our mar- 
kets by making more complicated 
styles here and importing simpler 
ones from our overseas operations.” 

Bata since 1940 has directed the 


building of a 58-company empire 
with 50 manufacturing plants in 65 
countries. The Canadian plants 
here and at Picton and Campbell- 
ford, Ont., make 3 million pairs a 
year out of Bata’'s total production 
of 110 million. 

The biggest plant, in India, ships 
low-price lines for sale in the com- 
pany’s 122 Canadian retail 
and 3,000 independent retail stores. 

Sells Machinery—Bata Shoe has 
become a world leader by making 
the most of machine production, 
Mr. Bata told the visitors. The com- 
pany makes much of its machinery 
and sells it to competitors around 
the world. 


stores 


New Facilities for 
Heel and Last Plant 
(CONTINUED FROM PAGE 174) 

tions, particularly the tapered toes; 
and last is expected to produce 
300 or more pairs of shoes as com- 
pared with perhaps 50 a few years 
ago. 

The remodeling brings the heel 


and last plant up to date in relation 
to the changing demands of the 
shoe industry. It is perhaps the 
most modern heel and last plant in 
the country. 

The Mears Heel Company, 
also has plants in other parts of the 
country, now produces a full line of 
women’s heels in plastic, 
wood and aluminum. It 
has nearly 400 styles of 
production or in stock. It also pro 
duces, in the Lawrence plant, the 
Mearlift toplift. In the Lawrence 
building the 
control and sales offices, 
laboratory, central purchasing and 
engineering departments, a machine 
shop and a finishing department 
for plywood and “flatty” plastic 
heels. 


Updated 
sion, on the 
dated both its production methods 
New roughing 


which 


wood, and 
currently 


heels in 


are also production 


a chemical 


The United Last Divi- 


second floor, has up- 
and 
lathes are said to be the 
These 
after 
available 


and equipment 
finishing 
most efficient in 
were 


existance. 
purchased in Europe 
analysis of all 
New production machinery 


careful 
designs. 
also has been added. 


OOST in the BOOMING DANCE 
sell the biggest name brand 


_=DA NSKINS’ 


full fashioned and seamless 


TIGHTS, LEOTARDS & TRUNKS 


knit of pAwsofr stretch nylon 


x SP 

Danskin’s tremendous popularity in the dance 
field, Danskin’s recognition for finest quality 
and perfect fit by America’s dance schools and 
dance professionals, gives you the kind of ac- 
ceptance that speeds up sales! Many new colors 
available, and new styles in leotards, too. Sup- 
plied in transparent self-selling packages, for 
compact display. 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS styled with long 
and short sleeves, scoop 
and high necks 

for Children 

for Women 


NO INVENTORY PROBLEM — your orders deliv- 
ered immediately from our factory. Write for 
Illustrated Catalog B10. 


favorites 
for all day- 
every day, 
too! 
Nationally Advertised in Parents’, Seventeen, Dance, Mademoiselie, 
Ski, Skiing, Skating and the N. Y. Times Magazine 


DANSKIN. INC. 437 Fifth Avenue, New York 16,N.Y 
DIVISION OF TRIUMPH HOSIERY MILLS 
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MBEBAKE 


makes H Hil 
a meaningf 
part of the 
picture 





MEARS 
: Two words that Check these fashion leaders in the 
S de i L, K come to mind when Mears heel line, or for a look at the com- 


shoe manufacturers want “heel appeal” to plete line get in touch with your Mears Heel 
grace their lines. representative. Mears styling centers are 
Mears stylists provide all-encompassing assist- located at Lawrence, Massachusetts and St. 
ance for your own design efforts; answer the Louis, Missouri. 
style trends of tomorrow while they anticipate 
and prepare for next year’s most heel appeal- 
ing fashions. 


What's more, customer satisfaction is yours to Me 


Lawrence, Mass., St 


have and hold when you make Mears a 


meaningful part of your shoe picture. 
f | 


Mears...THE FINEST NAME IN HEEL STYLING AND CRAFTSMANSHIP 
ASK FOR YOUR MEARS REPRESENTATIVE AT THE NATIONAL SHOE FAIR THROUGH UNITED'S RECEPTIONIST IN BOOTH /1, 4TH FLOOR, PALMER HOUSE 
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Beautifully Styled 
with the finest lea- 
thers and workman- 
ship. Stacked leather 
heels up to 18/8. 


Guaranteed American 


Lasts AAAAA to C’s 


Priced to 
sell from 


i" 





L 





Fashion Bx 0ts 
23/8 heel & Flats 


' 
' 
' 
1 
i 
! 

also ; 

: : ’ 

Ch wislmas Sifter ' 
i 

by 

' 
Dassie ; 

in stock for immediate delivery. 1 
e >=", ; 

i 

Terry Illes |: 

i 

CHICAGO SHOW 
' 

i 

' 

1 

i 

I] 


Room 960-Palmer House 


NEW YORK 
Room 705 -47 W. 34 Street 
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Letters eee 
.. . But What About Lasts? 


Editor: 

In regard to “Inside Shoe Business: 
A Time for Heresy” by Bill Rossi in the 
Sept. 15 issue of the Recorper. about 
training for shoe fitters, I personally 
think it is a wonderful idea. But first 
shouldn't someone set a standard for the 


manufacturers to follow? 


The only thing wrong about a shoe 
fitting course is the manufacturing end 





The RECORDER welcomes letters from the 
industry for publication here. Letters must 
be signed as evidence of the writer's good 
faith. They should be addressed to the Editor 
BOOT AND SHOE RECORDER, Chestnat and 
S6th Sts., Philadelphia 39, Pa. 





of the shoe business. You can train 
someone to fit shoes. But when they 
start showing shoes to customers, the 
whole course will fall apart because the 
shoeman can show three styles in the 
same brand of shoe, all in the same 
size, and only one shoe will fit. 

What I'm trying to say is, you can't 
go by size any more, can’t fit anyone by 
measurement. Only by 
method can you fit anyone, because there 


trial-and-error 


are so many different lasts, of which no 
two fit the same. You surely don’t need 
a training course to use a trial-and-error 
method 

Do you have any comment or sugges 
tion on this problem? 


BOB CRAVEN, SALESMAN 
IONES SHOES 


MIDLAND, TEX 


bd Bill Rossi 
Everything begins with the last 


right 
ind the 
shoe manufacturer has much influence 
When we 
spoke of the need for ‘fresh, fact-based 


re plies: “You're 


and responsibility in this 


standards, we meant it to apply to last 
measurements and shoe sizes as well as 


to fitting.” 


4D TZ ATZT™/!™ 


ir FREE ».cc BOOKLET! 


EVERETT & BARRON CO. 
166 Volley St., Providence, R. |. 


“How to Dye Fabric Shoes” 


OFE.-- 


to a profitable 
start with 





A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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Atlanta Shoemen Say 


Brown Sales Increase 


ATLANTA—With fingers crossed, 
dealers are reporting increased in- 
terest in brown tones, but they are 
quick to point out that black is still 
the top item. The big question with 
them right how far the 
browns will go on the sales graph, 
for the South hasn't been much of a 
market in a number of years. 

Black leather is the leading item, 
with suedes coming up. Black pat- 
ents are doing fairly well in pop- 
ular prices. Spike heels and triple 
points are still in demand in some 
areas of the Southeast. Some pur- 
ples are being asked for and inter- 
est is being shown in the smooth 
leather greens, but, as one dealer 
said, when customers take a look, 
they change their minds. 

Children’s patents are still good 
and again black seems to be the 
number one color in juveniles as 
well as adults. Black flats in the 
$7.99 bracket are, without a doubt, 
best. Bows are also included in this 
class 

Business, as a whole since school 
started, has been a lot better and 
part of this is attributed to the 
fall’s first chilly weather brought 
on by the hurricane season. 

In the men’s field, everyone is 
speculating as to just what is going 
to happen to the men’s dress busi- 
ness with the trend continuing to 
loafer types. Reports reaching At- 
lanta indicate that more of the 
older men are seeking loafers and 
are wearing them with dress suits 
in offices and stores. Those selling 
in the higher-price class, with more 
dressy appearances, are now mov- 
ing to the older men more easily 
than the cheaper styles. The coffee 
browns are still number one, but 
black is moving the more 
adult buyers. 


now is 


well to 


Shoe Town opened two stores si- 
multaneously, one at 3233 St. Ber- 
nard Ave., New Orleans, La., and 
the other at 2106 Franklin Ave., 
Gretna, La., on Sept. 1. The stores, 
opened by Abe Weiner and Co., 
each have 10,000 sq. ft. of floor 
space, 
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Retailers Sell Winkle Pickers 


By VIRGINIA MARSHALL 


ST. LOUIS—Shoe retailers here 
have had an erratic sales pace. Fall 
started off briskly, with children’s 
school and women’s go-to- 
market casuals moving well. Then 
women’s dressy pairs came to life. 


shoes 


As October opened, however, the 
pace tapered off, with many stores 
reporting truly “dull” De- 
partment anniversary sales, 
with price reductions averaging 15 
and 20 per cent, gave shoe selling 
a profitable but short-lived shot in 
the arm 


days. 


store 


Sales Draw Crowds—-During the 
sales, both men’s and women’s de- 
partments had heavy traffic and 
moved large stocks of fall footwear 
at consumer savings. Matrons and 
older business men turned out in 
hordes. The men bought middle- 
weight black grained four-eyelet 
brogues, both wing straight 
tips; blackened brown smooth calf 
three-eyelet bluchers, stitch-and- 
turn moccasin-toe seaming and 
black and burnished olive handsewn 
slipons. Some deerskin moccasin- 
type oxfords and deerskin fleece or 
plaid-lined slippers moved along 
with the men’s dressier patterns. 


and 


Matrons chose these sale shoes: 
black suede walkers, cuban heel, 
open toe; red calf open-back, open- 
toe walkers; plain black calf pumps 
with gold-triramed flaps on vamp; 
and punched pig slipons, 
black, low wedge heels. 


tan or 


Winkle Picker Sells 
kle pickers keep right on selling to 
the city’s “high The 
sharp toes are now offered here in 
a wide variety of patterns, aug- 
menting the limited selection of pat- 
terns available only six weeks ago. 
Additions include gored slipons in 
black alligator and calf combina- 
tions, pale tan seven-eyelet bals 
piped with dark brown and black or 
russet high rising slipons with in- 
verted moccasin seaming. 


Men’s win- 


dressers.” 


Teen girls continue to buy white 


To St. Louis ‘High Dressers’ 


tennis shoes, loden corduroy sneak- 
ers, black brushed pig button-boots 
on double needle and plain 
black smooth double-needle skim- 
mers. 


toes, 


Pre-teen girls are buying patch 
saddles in all variations, plus tradi- 
tional black and white, 
with red rubber soles. 


saddles, 


Teen boys are concentrating on 
lightly grained handsewn loafers, 
brown or burnished olive. 


Slippers Move — Cooler nights 
meant cooler floors here and helped 
move more than a few children’s 
slippers. Favored were pastel 
scuffs, elasticized top ballets in red 
or royal blue and low boots of pink 
or blue corduroy, “fur” edged. 

Major family-type store owners in 
the county are commenting at pres- 
ent on the marked reluctance of 
consumers to spend. 

One manager, whose dollar sales 
are running about three percentage 
points below fall of 1959, says that 
his customers are buying just as 
many pairs as they normally do per 
family, but that they are seeking 
out lower priced items when they 
can. 

Retailers are looking forward to 
the National Shoe Fair, not in the 
hopes of finding reduced prices, 
but aiming at finding basics, spe- 
cialty and novelty items from the 
lower end of the manufacturer’s 
bracket. Several observe that more 
offerings at even $1 lower retail 
price could pep up their pair sales 


and even their dollar sales totals. 


Pic-Way Self Serv Shoe Mart 
opened recently in Sandusky, O. 
The store is the first self-service 
family shoe store in the city. It is 
one of 34 Pic-Way units operating 
in Ohio, Michigan, New York, Ken- 
tucky and West Virginia. Warwick 
Jordan is manager of the Sandusky 
Mart, which will be open from 9 
a.m. until 9 p.m. every day, includ- 
ing Sunday. 
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Whites Lose Resort Importance 


BALTIMORE—Shoe business in 
Baltimore is generally good. The 
overall feeling among retailers is 
that consumers getting 
from buying only sale shoes. There 
is evidence of successful trading-up. 

Women’s shoe sales are not uni- 
form. Some stores are doing well 
with, and expect to continue to sell, 
mostly basic black pumps. Other 
retailers state that only the unusual 
shoes are selling—unique textures, 
suede and calf combinations, shoes 
with a ‘catch’—a criss-cross stitch- 
ing, a splash of color on a basic 


are away 


tone, or, in one case, a monogram- 
med buckle. These retailers look to 
the novelty shoe for future sales 
because shoe styles are changing as 
rapidly as ready-to-wear fashions, 
according to one buyer. 


Basic Styles Sell—lIn still a third 
group of stores, styles are 
selling well in other than 
black. Browns will continue strong, 
although they have not produced 
the volume expected. Greens have 
been excellent in both casual and 
dress shoes. They are expected to be 
good in suede flats, when the sea- 
son begins. Stacked heels are much 


basic 


colors 


more important than before and are 
expected to continue in spectator 
styles in all heel heights 

For holiday shoes, emphasis will 
be on the unusual rather than plain 
gold or Gold and 
silver multi-color 
binations in brocades and embroid 
ered looks will all get play. 

For wear, 
have less white shoes than ever be- 
fore. Orange will be strong, as will 
multi - colored not in floral 
prints). 


silver sandals 


brocades, com- 


resort retailers will 


shoes 


More Bone —For Spring, all re- 
tailers look for continued import- 
ance of bone tones. To outdate 
1960's shoes, they look for the use 
of 2 or 3 shades of bone in a shoe, 
or bone and a complementary color 

In children’s shoes, dress sales 
have not started. Although 
brushed nylon led _ back-to-school 


sales, buyers expect patents to lead 


yet 


in dress sales. Sequins and jewels 
are out. For boys, the Italian loafer 
leads and will lead 
sales. Buyers are enthused over the 
styling in sneakers, and, according 
to one source, expect the biggest 
sales ever in this category in 1961 


continue to 


The San Francisco Story: A Varied Array 


SAN FRANCISCO Fran- 
cisco shoe merchants are giving 
their customers an array of new 
ideas in footwear in their displays 
of footwear fashions for the fall and 
winter seasons. 

In all price categories there are 
new materials, new styles and new 
decorative ideas. Some are simple 
but attractive, others eye-catching 
and a few bordering on the bizarre. 

Among the more striking num- 
are white fur with gold kid, 
white polished lizard with patent 
trim, a new material that resembles 
pheasant feathers and, for $100 a 
pair, a velvet model covered with 
rhinestones, each individually set in 


San 


bers 


place. 


Slender Lines— The lines are 
slender with the smallest of heels 
and triple and quadruple-needle toes. 
Most of them emphasize the soft, 


180 


comfortable materials. There is va- 
riety in the heels too. They run from 
plain to stacked and include jeweled, 
beaded or embroidered heels. 

Frank More has a black 
calf pump with slim heels, half gold 
colored steel and half calf at $32.95, 
with gold studs along the soles and 
Frank Werner 
has a sleek pump in a tri-color com- 
bination of pheasant, Scotch fog and 
black. 


slender 


narrow pointed toes. 


Jeweled Buckle—At Sommer & 
Kaufman there is an attractive black 
and deep red silk sling pump with a 
small, jeweled buckle and a brown 
calfskin number with subtle black 
streaks that give a clever wood- 
grained effect. 

Colored velvet 
tures at Roos-Atkins in a 
slim pumps in red, topaz, 
pagne, sapphire and black. 


is one of the fea- 
line of 
cham- 


Boston Children Prefer 
Patch Saddle Oxfords 


BOSTON—Brightest spot in the 
retail shoe picture here is the con- 
tinuing demand for children’s foot- 
wear. Stores in the city, its suburbs 
and even farther afield were placing 
as the first week in 
so-called “back-to- 
should have ended 
week in September 


reorders as late 
The 


” 
season 


October 
schoo] 
about the third 
But it didn't 

Most wanted style, practically al! 
stores report, has been the patch 
saddle. Several, in announcing in 
creases up to 10 per cent in thei! 
children’s »usiness, attribute most 
of it to this new entrant in the ju- 
venile style sweepstakes. 


Lots of Variety—Patches are of 
many shapes: leaf, circle, squares, 
diamonds and triangles. Patch col- 
ors include black on a white shoe, 
green on black black 
green suede, black and gray on red 
leather as well on white 
black leather triangles on black ny 
lon velvet, a smoothly, dressy type 

While the 
pattern, old as the hills, also con 
tributed to the increase, it is being 
far outnumbered by the patch types 


suede, on 


as and 


conventional saddle 


Flattie Is Popular—Another 
ular style for youngsters has been 
the flattie, one of which, a glove 
leather tie with square eyelets, has 
sold well as the patch 
saddle in one or 

Despite heavy promotional effort, 
women’s shoes not selling ax 
well as had been expected. This ap 
both high style and the 
more conservative types. 


pop 


as 


almost 
two stores 


are 


plies to 


Cuts—Some of the 
larger have tried cutting 
prices rather sharply on a few 
styles for periods not exceeding a 
week. They however, that 
the opening of the social season, 
later in October, will give them 
more nearly the volume for which 
they had planned. Inventories, de 
spite the slowness of business, are 
not heavy since most stores in the 
city bought sparingly and are de- 
pending on quick deliveries from 
factory in-stock departments. 

Best selling style as the weather 
turned colder has been the street 
shoe with stacked heel, according 
to several retailers. 


Price 


stores 


Tried 


believe, 
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Don't Sell Downtown 


Short, I. S. Cautions 


ALTHOUGH shopping 
areas have boomed in the past dec- 
ade, downtown shoe business still of- 
fers the independent retailer “an 
excellent sales and profit potential’ 
for the 1960s, Independent Shoemen 
claims. But the organization 
tions that the merchant must learn 
how to develop this potential. 

I.S. takes up the subject in the 
latest issue of its Operational Know- 
How series, titled “‘Downtown—The 
‘Big Package’ for Shoppers.” The 
booklet urges the independent to re- 
examine his downtown program. 


suburban 


cau- 


Voices of Doom—Frank T. Un- 
derhill, I.S. executive director, con- 
tends, “Too many merchants believe 
that the big shopping centers, high- 
way stores, supermarkets and self- 
service, together with high rentals 
and inadequate transportation and 
parking facilities downtown, spell 
the doom of the latter as an impor- 
tant force in shoe selling. They tend 
to ignore the fact that Main Street 
is currently having its face lifted 
and its facilities modernized 

“This plus a ready-made market 
and definite in-town attrac- 
tions, if properly exploited, can 
mean a revival for downtown 


other 


big 


business.” 


Downtown's Assets——The down- 
town store reigns supreme as the 
center for fashion, selection and ser- 
Mr. Underhill the 
factor of convenience is being added. 
Another incentive is the variety of 
restaurants, theaters, halls 
and hotels “which cannot be dupli- 
cated in suburban shopping areas.” 
Independent Shoemen’s booklet cites 
the possibility of offering customers 
tickets for local attractions. 

LS. recommends that the 
downtown merchant's “shoppers’ 


vice, notes, and 


concert 


also 


should stress smart decor, 
larger space, availability of styles 
and sizes, and better and more open 
display. 

“The shoe merchant who continues 
to operate in cramped or outmoded 
quarters and neglects remodeling to 
keep up with the changing appear- 
ance of downtown will be swamped 
by his larger competitors.” 


package” 
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‘Sell the Idea with the Product’ 


William A. Rossi, RECORDER 
field editor, told a Canadian au- 
dience that today it’s necessary 
to sell a product's purpose along 
with the product itself. 


MONTREAL—Today’s shoe busi- 
ness demands “creative selling” that 
stresses the purpose of a product as 
well as the product itself. 

William A. Rossi, field editor of 
300T AND SHOE RECORDER, outlined 
the case for “creative marketeering” 
in a breakfast address at the Cana- 
dian Shoe and Leather Fair. He said 
“retailing has 
come so competi- 
tive and complex 
that it’s no longer 
enough to sell 
products alone. 
Now the retailer 
must and 


ideas, 


be- 


create 
fresh 


services 


sell 
and pro- 
motional pro- 
grams.” 


re +  WIHLIAM A. ROSS! 
Give a Reason 


Mr. Rossi said his “creative mar- 
keteering” concept this 
“Give the product a reason for 
being and you give the customer a 


is based on 
idea: 


reason for buying.” 

Instead of practicing this policy, 
he charged, many shoe stores serve 
merely as “shoe supply depots” for 
replacement purchases. But he said 
the “smart merchants” have shifted 
from the need-buying approach to 
the profitable 
approach 


The Second 
claimed few 
today do a proper job of selling. 

“When the customer enters the 
store,” he said, “he or she is 80 per 
cent sold because he is in the store 
to buy. But selling begins with the 
second pair. Creative market- 
eering attempts to stimulate a 
broader range of functional inter- 
ests that makes more pairs of shoes 
necessary to fit into those inter- 
ests.... 

“‘Creative marketeering’ target- 
shoots its selling ideas and prod- 
ucts to such specific customer audi- 


more desire-buying 


Mr 


salespeople 


Pair Rossi 


stores or 


older-age 
group 


ences as teenagers, the 
group, the women-in-white 
and others. It doesn’t sell just 
‘dress’ shoes but sells the func- 
tional purpose that suddenly makes 
the shoe important in the prospec- 
tive customer’s mind.” 

Eleven-Point Plan— Mr. Rossi 
said most independents have failed 
to recognize and use creative mar- 
keteering. For these he listed “some 
of the techniques and approaches 
being used by the successful 
stores”: 

© The concept of “total retail- 
ing.” This means maximum use and 
promotion of all activities neces- 
sary to profitable operation. 

© Direction of promotions and 
selling to specific groups, interests 
and markets. Don’t shoot blindly. 

® Creation of a specific store 
image. Every successful store has 
one 

© Specialization. This may be in 
the types of products carried, the 
services offered, or the method of 
store operation. 

® Development of a concrete pro- 
gram of customer relations. 

® Fashion selling as an exciting 
idea. Note that cosmetics are sold 
as grooming, not as cosmetics. 

® Personnel training for regular 
as well as new personnel. The ef- 
fectiveness of selling is in direct 
ratio to this. 

® Building a profit into prices 
and keeping it there. Volume alone 
isn’t the answer. 

® Sustained local publicity 
advertising programs. 

® Dramatization of the whole 
selling effort. Sell quality by trans- 
lating it into performance values. 

© The use of creative ideas. Shoes 
“ride on the vehicle of fresh mer- 
chandising ideas.” 


and 


‘Reform Management’’— Mr. 
Rossi said the hope of the indepen- 
dent lies not in repainting or re- 
modeling the store but in reforming 
the management. The independent 
who keeps abreast of changing con- 
ditions and adapts his natural as- 
sets to these changes is becoming 
the outstanding success in the busi- 
ness, he declared. 
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Fashion Week Promotes Downtown 


MILWAUKEE—A Downtown Fall 
Fashion Week held by local re- 
tailers to “reintroduce the down- 
town area to customers who had be- 
come accustomed to 
shopping only at shop- 
ping centers, and to 
strengthen downtown 
Milwaukee’s reputation 
as the state’s fashion 
center” has been labeled 
a success on both counts. 

James F. Kujawa, a 
buyer for Packard-Rel- 
lin, Milwaukee shoe re- 
tail firm, said, “I am 
confident we accom- 
plished both goals.” Mr. 
Kujawa and another re- 
tail official, Donald D. 
Hickman of Brouwer’s, 
helped spark the Down- 
town Fashion Week. 
Both are given credit 
for much of the plan- 
ning that led to the suc- 
cess of the promotion. 


May Become Annual 

Results of the Week 
were so glowing that di- 
rectors of the Down- 
town Assn. are considering making 
the Fashion Week an annual event. 

Packard-Rellin’s volume during 
the week increased 30 per cent over 
the comparable week of last year, 
Mr. Kujawa reported. The 
held three trunk showings, 
with informal modeling. 


store 
along 


At Brouwer’s downtown outlet, 


# 


there were eight trunk showings. 
Films supplied by the makers of 
Stride Rite children’s were 
shown to customers, and 


she eS 
informal 


@ 
> 


RULE 
FOR 


These young cuties, granddoughters of Mrs. Edith Janssen 

of Brouwer's 

modeling chores during Downtown Fall Fashion Week. They 
ore (left and right) Joni Lynn and Kim Lori Matson. 


advertising department, handled informal 


shoes 


modeling of children’s 
also featured 


was 


All the 
combined to 


Fashion Shows down- 
apparel] 
three 


overflow 


town 


shops 
sponsor big fashion shows, 
which Em- 


phasis was on high-fashion fall ap- 


drew crowds. 


parel in a salon atmosphere, and 
price was no part of the promotion. 


Spur to Impulse Sales: Handbag Bar Near Fitting Stool 


MEN 
y 


Low shelving serves as a foundation for a mass handbag bor in the Delson Shoe Store, 

Macon, Ga. The bar runs the length of the shelving, directly in front of the fitting chairs, 

so customers don't have to go out of their way to see the bags. In fact it's a good bet 
that while waiting to be fitted, they'll focus their eyes on the display. 


162 


Alfred Morse Says: 


Popular-Price Casuals 


Can Lift Men’s Sales 

NEW YORK 
popular price ranges will provide 
men’s manufacturers and retailers 
in 1961 with their best chance in 
20 years to increase per capita con- 
sumption of men’s shoes. So claims 
Alfred L. Morse, president of Morse 
Shoe Stores, Boston chain, and also 
president of the National Assn. of 
Shoe Chain Stores. 

The chain organization is a co- 
sponsor, along with the New Eng- 
land Shoe Leather Assn., of 
the Popular Price Shoe Show of 
America. The “Silver Jubilee” 
PPSSA is set for Nov. 27-Dec. 1 at 
the Hotels New Yorker and Shera- 
ton-Atlantic, New York 


Casual footwear in 


and 


Promotion Is Essential Mr 
Morse said the men's shoe industry 
must go all-out in promoting and 
merchandising casual-type shoes 
next spring if it hopes to capitalize 


“on a growing leisure-wear trend. 


doubt the shorter 
growing 
effect male buying 
patterns,” Mr. “The 
shorter week plus growing average 
worker income means that over 50 
million working males in the U. S 
will have more money and time to 
devote to leisure-time activities 
Casual shoes in a variety of styles, 
colors and materials are the perfect 
complement to these activities.” 


“There is 
work 


no 


week will have a 
consumer 


Morse 


on 


said. 


Cites Suburban Growth — Mr. 
Morse pointed to the still-expanding 
population movement into the su- 
burban areas as an important fac- 
tor in the growing market for men’s 
casual footwear. He said retailers 
must plan on continued expansion 
and promotion of their men’s casual 
lines during coming seasons. And 
manufacturers of popular - priced 
men’s footwear must continue to 
provide better quality, better fit and 
better style 

Mr. Morse recalled that men’s per 
capita shoe consumption in the past 
10 years has only once exceeded two 
pairs a year. In the same period, per 
capita consumption of women’s foot- 
wear has risen steadily to the cur- 
rent 4.6 pairs. By far the greater 
part of this rise is due to increased 
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sales of popular priced casual-type 
footwear. 


“Casual Could Be Answer”—Mr. 
Morse said “a better job of men’s 
shoe merchandising is needed, and 
the casual shoe, properly promoted 
in the right styles and the right 
price ranges, could be the answer.” 

NASCS' president pointed out 
that sales of women’s casuals and 
playshoes have increased 46 per 
cent 1950 while sales of wo- 
men's dress shoes have shown only 
per cent increase. In 1959 
alone, casuals and playshoes ac- 
counted for 36 per cent of all wo- 
men’s footwear sales. 


since 


a 15 


Percentage Parallel—‘“There is a 
remarkable parallel between subur- 
ban population growth and increas- 
ing of women’s and 
playshoes over the past 
Mr. Morse said. “During this pe- 
riod, both gained slightly over 46 
Ten from 

story well told 
men’s gut it will 
take aggressive industrywide plan- 
ning and selling to accomplish.” 

Men's casuals retailing at $10.95 
down, together with 

comprise 67.7 cent 
production in this 
Morse. In this 
men’s industry 
promising 
he contended. 


sales casuals 


decade, 


per cent. years 
might 


casuals. 


now, a 
similar be 


about 


dress 
of 
Mr. 
the 
its 


and 
shoes, per 
field, 
price 
will 


said 
range 
find 
opportunity 


shoe 
most sales 
for spring, 


Bus-Stop Promotion 


The Bootery, Phoenixville and Royersford, 
Pa., rents advertising spoce on this shelter 
at a school-bus stop from a company which 
erects and maintains the shelters. Owner 
Meyer Shusterman says it's impossible to 
measure results, but customers occasionally 
mention the shelter and sales have risen 
during the two years of its existence. The 
shelter is on a busy road between the firm's 
two stores, which are eight miles apart. 
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$45,000 Project Re-Emphasizes Shoes 


AV EtG 
Stresses 
+ PER 


ee ae 2 
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This remodeled men's shoe department shares the street floor of Krupp & Tuffly's down- 
town Houston store with women's moderate-price shoes and a small accessory bar. 


$45,000 remodel- 
now complete at 


HOUSTON—A 
ing program is 
Krupp & Tuffly’s downtown store, 
the oldest family shoe store (age 
78) in Houston. Each floor and de- 
partment from the basement to the 
third floor has undergone major 
changes. 

“We've taken this step,” 
plained L. E. (Ed) Tuffly, president, 
“to keep pace with the rapid growth 
of retailing in Houston. We have 
modernized and revitalized the en- 
tire store to make shopping easier, 
more convenient and more attrac- 
tive.” 


ex- 


Re-Emphasis on Footwear—The 
project has eliminated men’s fur- 
nishings, concentrated ready - to- 
and made ladies’ moderate- 
price shoes and children’s shoes 
more accessible. Remarked Mr. 
Tuffly, “We're back in the shoe busi- 
ness... and we’re both pleased and 
optimistic.” 

Formerly the store’s street floor 
housed men’s furnishings, men’s 
shoes, lingerie and women’s acces- 
sories. Now it has been transformed 
into an attractively concentrated 
shoe floor. The men’s shoe depart- 
ment and women’s moderate-price 
shoes share equal floor space, with 
a small accessory bar between. 

In the short time the women’s 


wear 


moderate-price section has been in 
setting, business has in- 
B. Tuffly, Sr., buyer- 
manager for this department, said, 
“I anticipate that enlargement of 
the department will 
before too long.” 


its new 


creased. J. 


be necessary 


Another Shoe Floor—The second 
floor, which formerly contained 
women’s better footwear and ladies’ 
ready-to-wear, is again a shoe floor. 
Children’s shoes and women’s fine 
footwear occupy the major space. 
Along the rear wall is a lingerie 
department. 

The third story, formerly women’s 
sportswear, is now devoted entirely 
to women’s ready-to-wear. 

Meanwhile the basement, which 
before the remodeling handled both 
children’s and budget footwear, has 
been enlarged. The entire level is 
now devoted to budget shoes. 


® Nathan Hack, inventor of the 
Ripple Sole, made several guest ap- 
pearances on radio and television to 
promote “Michigan Ripple Sole Shoe 
Week,” which got under way Oct. 9. 
For the Detroit area this was the 
second such promotion in a little 
over a year. This time the 
of the campaign was expanded to 
include all of southern Michigan. 


scope 
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Two Can Wait on Eight at Casual Bar 


This open casual bor where women may conveniently try on shoes of their choice is a 
feature of Neusteters’ new branch unit in Denver's Cherry Creek Shopping Center. 


DENVER—Highlighting Neuste- 
ters’ three shoe sections in its new 
Cherry Creek branch store is an 
open casual or Capezio bar, one of 
the few to be found in the western 
states. The open bar, arranged so 
that two salesgirls can take care of 
eight women at the same time, re- 
duces the time per sale markedly. 

Shoes are arranged on the 
paneled counters and 846 pairs are 
stocked behind them. Four fitting 
stools line each side of the counters, 
and women may try on the shoes of 
their choice. The eye-catching bar, 
with bags and dress shoes displayed 
on top, is in front of the store’s two 
elevators and between the lingerie- 
corset department on the right and 
the women’s shoe salon on the left. 
It is adjacent to a third-floor park- 
ing terrace entrance. 


Murals in Salon—High fashion is 
emphasized in the decor of the wo- 
men’s It’s done in greige, 
dark green and ivory with murals 
by New York artists Ted Bosak and 
Richard West, who have decorated 
walls and fixtures throughout the 
store. There are 30 caned chairs of 
caramel brown and walnut, and a 
divan in greige. High-quality shoes 
are displayed on walnut racks in an 
open arrangement creating an air 
of spaciousness. A chandelier adds 
to the formal floral decor. 


salon. 


Spaced panels separate the wo- 
men’s salon from the children’s de- 
partment, where the walls feature 


184 


a large lion painted by the same 


artists. 


Suburban Touch — “The entire 
section is done with the suburban 
approach,” says James Ireland, Jr., 
department manager. “The major- 
ity of shoppers here come in to buy 
something for a purpose. We have 
made it easy for them by this ar- 
rangement.” 

Clarence Levy is shoe buyer for 
the Neusteter stores. 


Window Display Illustrates 
Processes of Shoemaking 

NEW YORK—Five large display 
windows of the First Federal Sav- 
ings Bank at Rockefeller Center in 
New York are being used to show 
“How Modern Shoes are Made.” 

The display, arranged by the Na- 
tional Shoe Institute, illustrates the 
steps in making a modern shoe and 
shows the leathers, fabrics and ma- 
terials that go into footwear. 

The copy points out that making 
a shoe takes about 200 steps and 
that, in addition to numerous hand 
operations, about 300 different ma- 
chines are used. It also points out 
that now shoes are better made and 
cost about 75 per cent less than 
50 years ago. 

Similar displays, which also 
urge the purchase of a second pair 
of shoes for a shoe break, will be 
made available to libraries and other 
high traffic centers around the 
country. 


Thoroughness Keys 
Stix, Baer Promotion 


ST. LOUIS 
teaser-buttons 
breakfast for shoe department 
salesmen, and a fashion for 
store employees teamed up to make 
Miracle Tread Shoe Week at Stix, 
Baer & downstairs wo- 
men’s shoe department highly suc- 


A TV fashion show, 
on salespeople, a 


show 


Fuller's 


cessful and profitable. 
Elaine Norwood, director of sales 
promotion and fashion for the Mir- 
Tread Craddock- 
Shoe took 
active part in the week’s schedule. 
Joining in were Ed Karcher, execu- 
tive vice-president, and Ed Fontana, 
women's buyer 
Karcher Shoe Co. 
department is a 


acle brand and 


Terry Corporation, an 


shoe from Cutter- 
Stix’s downstairs 
Cutter-Karcher 


leased operation. 


Breakfast for Staff Miracle 
Tread Week opened with a break- 
fast at the Athletic Club 
for Stix’s 20 shoe salesmen and ex- 
ecutives of Stix and Cutter-Karcher 
Miss 
The program was given over to dis- 


Missouri 


Norwood was guest speaker 


cussion of proper treatment of 
the 


woman 


customers and 
the man or 


stool. 


importance of 
on the fitting 

Later a fashion show was staged 
in the downstairs store for 275 Stix 
employees. Girls working in the 
modeled the Miracle Tread 
shoes, and three pairs were award- 


store 


ed as attendance prizes. 


Mysterious Buttons—At the show 
every clerk in the downstairs store 
was given a large plastic button to 
wear. It read “Do you know TIMT- 
WASBF?” 

When a 
asked the meaning of the initials, 
she was told, “This is Miracle 
Tread Week at SBF.” The customer 
was then given an announcement 
card and urged to visit the shoe de- 
partment. The clerk who sent the 
most customers won a pair of Mir- 
acle Tread Shoes. 

Bill Sinden, manager of 
downstairs shoe department, and 
Miss Norwood appeared on the 
Charlotte Peter’s TV variety show 
as part of the Miracle Tread pro- 
motion. The noontime pro- 
gram is said to have an audience 
of over million housewives. 


curious customer would 


SBF's 


local 


one 
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The show was conducted in fash- 
ion show format, with Miss Nor- 
wood as commentator. Mr. Sinden 
fitted shoes for Miss Peters, the 
emcee, who then modeled them for 
the television audience. Eight pairs 
were awarded to women in the stu- 
dio audience. 


Crad- 
spent 
three days in Stix’ downstairs shoe 
department chatting with customers 
about style, fit and patterning. 
Miracle Treads are handled at Stix 
the St. 

Although exact figures on shoes 
sold during the special promotion 
days were not available,a spokes- 
man from Cutter-Karcher said that 
the working 
details of the event really paid off, 


Visitors in Department 


dock-Terry’s representative 


exclusively in Louis area. 


thoroughness in out 


with “a great many hundred pairs 


sold.” 


Agnew-Surpass Plans 20 
TORONTO, ONT. Agnew-Sur- 
pass Shoe Stores Ltd. plans to open 
20 new stores in Canada this year 
compared with 12 in 1959. 


Write for illustrated material 
THONET INDUSTRIES INC. 
One Park Ave., New York 16. 


SHOWROOMS: New York, 
Chicago, Detroit, Los Angeles, 
San Francisco, Dallas, Miami, 
Atlanta, Statesville, N. C., 
Paris, France. 


Marcus Rice to Receive St. Louis Award 


ST. LOUIS—Marcus (Mike) Rice, 
who heads shoe merchandising for 
Famous-Barr Co. here, will be pre- 
sented with the 
Mark A. Edison 
“Shoe Man of the 
Year” Award on 
Oct. 19. The pre- 
sentation will be 
made at a banquet 
in the Khorassan 
Room of the Hotel 
Chase, sponsored 
by the St. 
Chapter of 
210 
Inc. 


Louis 
The 
Associates, — warcus rice 

The award is given for achieve- 
ment in the shoe and leather indus- 
try, plus contributions to humani- 
tarian and civic projects in the 
area. The Edison Award is a tribute 
to the late Mark A. Edison, one of 
the founders of Edison Brothers 
Stores, Inc., and also a great con- 
tributor to the progress and indus- 
trial growth of the shoe industry. 


Local shoe industry guests and 


DESIGNED BY 
ILMARI TAPIOVAARA 


ONE 
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FURNITURE 


prominent civic leaders will be 
present for the banquet and award 
program, including Morton May, 
Irving Edison, Mayor Raymond 
Tucker and Governor James Blair. 

Gene Frenzel is regional chair- 
man for the local chapter of “210,” 
the national philanthropic founda- 
tion of the shoe, leather and allied 
trades. 


Houston to Get 7th Schiff’s 

HOUSTON Schiff’s Shoes 
signed a 20-year lease with an ag- 
gregate rental of $380,000 for a new 
store in Sharpstown Center here. 
The new store will bring the chain’s 


has 


total to seven in the Houston area. 
Bernard Schear, district super- 
visor, said the unit will be at least 
double the of the other 


operations. It will have 


local 
75,000 
square feet of floor space, a 40-ft. 
front and a depth of 150 ft. Now 
under construction, Sharpstown 
Center is scheduled to be completed 
and ready for opening by fall 1961. 


size 
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Preview Fete, Opening 


SAN FRANCISCO — The Frank 
Werner Co.’s 50th anniversary cele- 
bration was climaxed recently by a 
champagne preview of the com- 
pany’s fall line for women, and the 
formal opening of Wer- 
ner’s men’s shoe 
department, “The Key.” 

The shop, in 
Werner’s Geary Street 
store, features Bally of 
Switzerland ex- 
clusively. on 
the main the 
store, next to the en- 
trance, the shop was 
designed to be accessi- 
ble to “the man in a 
hurry.” Carved wooden 
panels separate it from 


the rest of the store. i 


new 


new 


shoes 
Situated 
floor of 


Crowds at Preview 
The main Werner store 
the for the 
champagne preview, and 
San Franciscans jammed the color- 
ful velvet salons. Company Presi- 


was 


scene 


India's Pacific 
receives key to “The Key,” as she assists in opening of 
fashionable new Frank Werner men's shoe department on 
Son Francisco's Union Square. With her are Ove M. Witt- 
stock (center) 


Mark Werner Birthday 


dent Ove M. Wittstock, Mrs. Witt- 
stock, Swiss Consul-General Max E. 
Bucchi and Mrs. Bucchi greeted the 
guests. 

Mr. Wittstock used the services 


Festival Queen, Miss Vimala Dorciswami 


president, and Lowrence Tayor, manager. 


of a small live alligator to symbol- 
ize the richness of tailored leathers 


Cc a) CG i rs e Built for Comfort 


em Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


Write today to 


RAVENNA, 7” 
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in the fall shoes on display, and a 
stuffed peacock not unlike the fab- 
rics and brocades for evening wear. 
Among the models who showed the 
new footwear, along with furs and 
apparel, was the Bucchis’ daughter, 
Yvonne. 


Daytime Browns—In addition to 
two-toned tailored types, stacked 
leather heels and discreet bows, the 
stressed daytime 
browns including pheasant, Scotch 
frost and nutshell. For dressy day- 
time wear, the shoes exhibited were 
subtly decorated or richly plain and 
of smooth lines with pointed toes, 

More like satin- 
trimmed suede or black silk pumps, 
were presented for late afternoon 
For 


brocades, 


collection new 


dressy shoes, 


there 
silks, 


leather 


wear. evening were 


printed colored 


shoes and jeweled 


Harry Cooper's, a women’s ready- 
to-wear store in Pasadena, recently 
added a Delman Co. shoe salon un- 
the management of Donald 
Fell, formerly assistant shoe buyer 
at Bullock’s. 


der 


for your catalog 
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Prelude to Expanded Coverage: 


Recorder —— Men’s Fashion Editor 


GERVASE N. BUTLER, a veteran 
writer and editor in the retail field, 
has joined Boor ano SuHoe Recorper 
as men’s fashion editor. 

Recorper Publisher Everit B. Ter- 
said the appointment, effec- 
“an €X- 
pansion in our coverage of the men’s 
footwear market.” 


hune, Jr., 


tive with this issue, signifies 


Mr. Butler will travel extensively, 
and attend shoe 
shows. and cover the men’s retail mar- 
ket. His feature 
regularly 


visit shoe factories 


articles will appear 
\ six-page section on men’s 
shoe fashions for spring, prepared by 
Mr. Butler in cooperation with Ruth 
Kerr Fries published in this 


issue. 


Ven's 
1945. Mr. Butler has been a 
member of the editorial staff of De- 
a monthly 
trade magazine published by the Chil- 
ton Co. Philadelphia 
the Recorper 


Covers {pparel—Since Sep- 


tember, 
partment Store Economist, 
which also 
publishes He will con- 


tinue to serve as an associate editor, 


GERVASE 


N. BUTLER 


covering the men’s apparel market. 


Cervase 
iarly known 
Bloomington, IIl.. 


John's Cathedral 


Notley Butler, 
as Gerry, 
and educated at St. 


was 


Institute, 


more 


famil- 


born in 


Milwau- 


kee, and the University of California 
at Berkeley. He entered the world of 
retailing with a between-semesters job 
at The Emporium, San Francisco. 
Later he settled down in his native 
Bloomington as a reporter and editor 
on The Daily Pantagraph. 


{ New Yorker—In due 
Horace Greeley’s advice, he 
East. Except for a few in- 
terruptions, New York has been his 
Besides producing arti- 
cles for the trade press, his typewriter 


time, re- 
versing 
moved 


home since. 


has run the from advertising 
copy to public relations material with 
a retail emphasis. 

Mr. Butler served a 30-month tour 
of duty with the 12th Air Force in 
North Africa and the 15th Air Force 
in Italy, before joining Department 
Store 


gamut 


Economist. 

fashion editor of the 
Recorper, his base of operations will 
be the magazine’s New York office, 


at 100 East 42nd St. 


As men’s 








BOWLING SHOES ROLLER SKATES 


Retail from Retail from 


$495 $1495 


MAJORETTE BOOT 
Retail from 


$695 


FOOTBALL 


Retail from 


$995 


Send for catalog showing our new 


Fall line. 
GOTHAM SHOE MFG. CO., Inc 
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ICE SKATES 


Retail from 


$495 


Retail from 


$495 





Binghamton, N. Y. 


IN STOCK 
STACKED HEELS 
Sizes 4 to 11—Widths AAAA to D 

RETAIL ABOUT 10.95 TO 12.95 
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British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 
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Timing, Locale Pay Off for Miami Beach Show 


The third Florida show made it 
clear that this event has grown 


from a regional show to one of 
far greater significance. For most 
the 


were gratifying, both in traffic 


exhibitors, show's results 


and in orders written. 
By ESTELLE G. ANDERSON 


MIAMI BEACH, FLA.—The re- 
cent Miami Beach Shoe Show in the 
Deauville Hotel in this resort 


extra items and open a few new ac- 
counts.” 

Attendance four times that 
of a year ago. Close to 2,000 regis- 


was 


tered and they represented a geo- 
graphical cross-section of the U. S. 
from California to New York and 
from Oregon to Louisiana—for the 
most part, top-echelon. 

of the exhibiting 
panies had scheduled their 
meetings just prior to or during the 
show and this tended to augment 


Several com- 


sales 


The Midwest, the East and the Southwest are represented in this retail group attending 
the Miami Beach Show. Left to right: A. H. Yeary, Taggart Shoes, Inc., Portsmouth, O.: 
George Potashnick, Stix, Boer & Fuller, St. Louis; Mr. and Mrs. David Brecker, Marle Shoes, 


Great Neck, L. |., 


proved that this event has grown in 
three years from a mere regional 
show to one of significant 


tions and importance. 


propor- 


The reasons are valid: The timing 
is perfect. The geographical locale 
is ideal for the display of resort and 
spring merchandise. 
420 of men’s, 
children’s shoes on 
few handbag 
and novelty throughout the 
fifth to 16th of the hotel. 
These lines were “completely com- 


There lines 


women’s 


were 
and 
v, as well as a 
lines, 
floors 
plete”—so that buyers could look, 
shop and get a comprehensive idea 
of the spring 1961 shoe picture. 


Attendance Far Ahead—The gen- 
eral was: “This is a 
splendid opportunity to confirm cer- 
tain early fashion thinking, pick up 


consensus 


and Michael Romansky, Foley's, Houston. 


the number of “top brass” on the 


scene. 


Triple and Quadruple Needles — 
As far as style was concerned, there 
was a definite emphasis on pattern, 
silhouette and material. In women’s 
shoes the excitement was mainly in 
the triple and quadruple needle toe 

in some flattened and 
squared at the tip); polished calf- 
skins, lustre leathers, printed silks, 
linens and multi-colored straws. 

30th the inside and the outside of 
the new spring shoes will be excit- 
ing. 
colorful, often repeating the print 
or motif of the shoe itself 


instances 


Socklinings will be gay and 


Vibrant Colors—Color 
pant. There was interest in the per- 
ennial whites and patents but the 


was ram- 


vibrant, live colors seem slated for 
the merchant ultimately the 
consumer preference — such colors 
as coffee cream, amethyst, straw- 


and 


berry, lilac, geranium and compose 
colors. 

In the men’s and children’s lines 
the emphasis was on light weight, 
flexibility, pattern. 

For the first time the Designer 
Shoe Guild of New York participat- 
ed as a group in an industry show. 
Guild members’ displayed their 
lines on the 16th floor of the Deau- 
ville. 

“This kind of concerted showing 
under roof,” John Jerro, 
president of the Guild, “has proved 
to be very convenient. Both the buy- 
ers and our members like the idea. 
Traffic has been very good. Timing, 
as far as the Guild is concerned, is 
perfect.” 


one said 


A Busy Program—The officers of 
the Miami Beach Shoe Show had ar- 
ranged a full and interesting show 
program. One feature was a “com- 
plimentary breakfast,” a joint en- 
deavor with the Florida Fashion 
Council. Marshall Mantler, executive 
director of the National Association 
of Women’s and Children's Apparel 
NAWCAS) told the audi- 
R00, 


Salesmen 


ence of about “Somewhere 
down the line, in our efforts to re- 
duce everything, we have made the 
mistake of selling with 


sales 


confusing 


“Today we have become a nation 
“We have 


made the American public sale-con- 


of retail sales,” he said 


scious. We are educating the buy- 
ing public not to buy anything at 
regular prices 

“Buying must be predicated on 
needs,” Mr. Mantler declared. “It is 
time that we back to the real- 
istic approach of selling merchan- 


get 


dise on value and merit.” 


Mr. 
good 
to have sales personnel wear 
This, he stated, 
make it easier for the consumer. He 
urged that a record chart be kept 
of walks to analyze 
and try to determine why. 


for Retailers 
said it 


Suggestions 
Mantler 


idea 


would be a 


name tags. would 


“no sales 
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Miami Beach Shoe Show officers for the com- 
ing year ore (from left) Morris Segall, vice- 
president; Jack Rauch, re-elected president, 
and Vincent Bush, treasurer. Mr. Segall rep- 
resents Vogue Shoe, Inc.; Mr. Rauch is vice- 
president of Pan American Modes, and Mr. 
Bush represents Polizzio. 

This was a working show with 
sample rooms open each day from 9 
a.m. to 7 p.m. One “extra,” however, 
was a dinner 
1,450 


and their guests 


dance attended by 


about members, 


exhibitors 


Exhibitor Survey——To get a real- 
istic appraisal of the show, President 
Jack Rauch asked exhibitor 
to fill out and return a question- 
naire asking 


each 


such pertinent ques- 


tions as: “Did your buyers place 


“Did 


... “Has this been a suc- 


orders?” 
lookers?”" 


cessful show?” 


you just have 


About 90 per cent of the respon- 
dents indicated that this was a most 
satisfactory from the stand- 
point of traffic, interest and buying, 
show officials said. 

Next Miami Beach 
has been set for Sept. 24 to 27 at a 
different hotel, the Fontainebleau, 
according to Janet Rauch, the show’s 
executive 


show 


year's show 


secretary. 


Shoe Fair Innovation: 


Outdoor Fashion Show Slated 


Models will display spring foot- 
wear styles to the Chicago pub- 
lic at a fashion show on busy 
State Street on the second day of 
the National Shoe Fair. 


CHICAGO The Chicagoan-on- 
the-street will get a look at 
of the spring shoes introduced at 
the National Shoe Fair. 

In preparation for a spectacular 
shoe fashion promotion, a 150-ft. 
elevated runway is being set up 
along a block of State Street be- 
tween Madison and Monroe Streets, 
in the heart of the city’s busiest 
shopping area. At 12:30 p.m. 
Monday, Oct. 24, in full view of 
lunchtime throngs, an hour-long 
fashion show will begin. Called 
“State Street Shoe-Do,” the promo- 
tion will feature promenading mod- 
els displaying scores of the new 
spring shoes for men, women and 
children. 


some 


on 


“Celebrity” Due— The outdoor 
fashion show, a Shoe Fair innova- 
will be directed well 

shoe fashion commentator 
who will describe the styles over a 
A “national 
officially the 


tion, by a 


known 


public address system. 


celebrity” will open 


show. 

According to Shoe Fair officials, 
newspaper and television publicity 
is expected to precede and follow 
the State Street showing. 

Major shoe, department and ap- 
parel stores along State Street will 
take part. They will have window 





Cancellation Shoe Stores 


SEE LOIS FIRST 


FOR LOWEST PRICES 
On Shoes That Retail From $12.95 to $50.00 


at savings of 30-60%, 


WOMEN’S NATIONALLY BRANDED FOOTWEAR 


(14 you are outside franchise areas) 


displays, posters, banners and pla- 
cards calling attention to the fash- 
ion show and National Shoe Fair. 

The Stores — Participating de- 
partment stores include Bond's, 
Carson Pirie Scott, The Fair, Gold- 
blatt’s, Marshall Field, Lytton’s, 
Maurice L. Rothschild’s, Sears, Roe- 
buck, and Charles A. Stevens. Seven 
shoe stores—Chandler’s, A. S. Beck, 
Baker’s, Maling’s, Mary Jane, 
O’Connor & Goldberg, and Ber- 
land’s—will tie in, together with 
four men’s stores—Baskin, Benson 
& Rixon, Broadstreet’s and Karoll’s. 
The list is expected to grow. 


Increased “Shoe-Consciousness?” 
George manager of the 
Shoe Fair, said, “We have been 
working for several months putting 
together the many details for this 
unique program. We expect that it 


Gayou, 


is going to implant a deep shoe- 
consciousness on hundreds of thou- 
sands of people in the Chicago met- 
ropolitan area—and give the shoe in- 
dustry a splendid sendoff for the 
spring season.” 


‘Michigan Night’ Planned 

CHICAGO —‘‘Michigan Shoe 
Night,” an annual social event at 
National Shoe Fair time, will be held 
Sunday, Oct. 23, at the Pick-Con- 
gress Hotel here. The gathering, 
open to retailers, travelers and their 
guests, is arranged by the Michigan 
Shoe Assn. division of the Michigan 
Retailers Assn. 


wellco 
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MOST MODERN SHOE JOBBING HOUSE IN AMERICA 


National Shoe Fair—Hotel Morrison Rooms 1122-23 


: Lots Shoe (Compan Y 


121 LINCOLN STREET, BOSTON 11 
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Top Retailer to Receive Award During Denver Show 


DENVER—The third annual re- 
gional “Retailer of the Year” 
award will be presented at a lunch- 
eon Sunday, Nov. 13, during the 
Spring Shoe Show of the Mountain 
States Shoe Travelers Assn. at the 
Albany Hotel here. The show will 
be held Nov. 13-15. 

Another feature of the showing, 
at which 150 men’s, women’s and 
children’s lines will be displayed, 
will be three fashion clinics, now 
set for 3 p.m. on Sunday and 11 


XM MM 


Handsome 


NATIONAL 
SHOE FAIR 
October 23-26 
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NEW CHAMP 


Be sure to have these new Calumet slip-ons in 
your corner for prize winning sales this Spring 
soft 
guantone moccasin styling plus 
boxer tops give Calumet John L's the lead over 
all Challengers. See them 
sell them today! 


For information on John L’s and many other exciting new styles write 


LEVERENZ SHOE COMPANY 
SHEBOYGAN, WISCONSIN 


a.m. and 3 p.m. on Monday, Nov. 14. 
At each a short shoe-selling film 
will be shown and spring 
trends will be discussed. 
Commentators will Sunday. 
toy W. Allen, general manager, 
Vorhes Shoe Co., Colorado Springs, 
and Vivian Anderson, BOOT AND 
SHOE RECORDER; Monday forenoon, 
Walter H. Johnson, merchandise 
manager, Robert Warren, buyer of 
children’s shoes and women’s casu- 
als, and Carl Hillard, buyer of wo- 


shoe 


be: 


CALU - 
John Ls 


MET 


XM MM HH 


Style No. 348 
$6.60 a Pair 

B 74% to 12 
le 6 to 12 


r 


black grained leather, smart 


snug fitting 


order them 


eeeoeeteeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseseeee 


men’s shoes, all of Fontius Shoe 
Co., Denver; and Monday afternoon 
Walter A. Rasmussen, men’s shoe 
buyer, and Doug Gish, 
shoe buyer, Gano-Downs, Denver. 


women's 


Shoe Women Executives’ 
Florida Party Draws 200 


MIAMI BEACH, FLA. 
members of the industry attended 
Shoe Women Executives’ party at 
the Deauville Hotel on the opening 
night of the Miami Shoe 
Show. More than 100 shoe manufac- 
turers had responded to the invita- 
tion to “pale” from 
their spring line to carry out the 
theme: “Pale Feet We Love.” 
men's, 


Some 200 


seach 


send a shoe 


These women's and chil- 
dren’s shoes were suspended from 
the ceiling with ribbons on which 
the manufacturer's name identified 
the shoe, or were set up “growing” 
on artificial “family shoe trees” 
placed strategically throughout the 
Baccarat Room of the hotel. 
Eleanor 
buyer of Lord & Taylor, and Betty 
Taiche of Pan American Modes, 


Inc., were co-chairmen of the event 


Stewart, casual shoe 


e Trade Literature 


St. Louis Fashion Board 
Readies Spring Booklet 


THE Shoe Board 
Louis will distribute its spring and 


Fashion of St 
summer 1961 shoe fashion booklet 
kind 
at the National Shoe Fair 
in Chicago. 
Meyer, 
Board, 


as many copies are 


with a new format and a new 


of cover 
Jaclyn chairman 
Fashion said almost 
printed now as 
were made a few years ago. Besides 
handing out copies in Chicago, the 
board answers mail di- 
rected to Miss Meyer's office in the 
Shell Bldg., 1221 
Louis. Other copies of the booklet 
will be available at the Dallas, Los 
Angeles and Denver regional shows 
A new size, about 4 x 12 in., gives 


requests 


Locust St , a 


the publication a long, lean, con- 
look in 
women’s shoe fashion trends. 


with 
The 
cover uses a sketch of a woman, a 
man and a youngster leggily dis- 
playing their feet. 

The booklet describes highlights 
of men’s, women’s, children’s and 
teenagers’ for the seasons 
ahead. 


temporary keeping 


styles 
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e About Shoe People 


GOING ABROAD: Kolman 
Fleisher, semi-retired executive of 
Dorson-Fleisher, Inc., Manchester, 
N. H., accompanied by his wife, left 
Boston Oct. 2 for a pleasure trip to 
Europe and the Near East. Travel- 
ing by plane, the couple planned to 
visit England, France, Belgium and 
Italy, then move on to Israel for an 
extended stay, returning home early 
in December. Mr. Fleisher has been 
one of New England's well known 
manufacturers of women’s shoes 
for 40 years. ... Al Lewis of Lewis 
Shoe Styles, New York, left Oct. 
4 on a three-week business trip to 
Europe. Accompanied by Mrs. 
Lewis, he planned to visit Italy, 
France and Switzerland in search 
of new fashion ideas for fall 1961. 

o - . 

STORE MANAGERS: Morris Lee, 
first-floor manager of Nordstrom's 
downtown Portland, Ore., shoe 

James H. Nolan, technical director of the store, has been named manager of 

National Shoe Manufacturers Assn., boords the company’s third unit in the 

@ plone for Paris to attend the recent Lo portjand area, in the Eastport Plaza 

Semaine Internationale du Cuir (Interna- : " . 

tienel Leather Week). He oke plenned shopping center ... Ned E. Burle- 

visits to shoemaking centers in Germany, 80M is serving as manager of the 
Switzerland, Italy and England. (CONTINUED ON NEXT PAGE 


“PERSUEDE” 


Dry cleaner for suede leather 
shoes and opporel amazing new 
product cleans and restores the 
nap and color of all suede leather 
including Delta and Boniskin. A 
solid block, will not rub off and 
sofe for childrens use. Available 
in 10 colors. 





INinois Distributor 
A. J. Bergren Co. 945 West Wash- 
ington Bivd.. Chicago, Iii 
Michigen Distributor 
Kanners & Patrize, 4444 Second 
Bivd.. Detroit. Mich 
Wisconsin Distributor 
Goensien Brothers Leather Co 
1437 North Third Street, Milwaukee 
Wisconsin 


M. W. YEARSLEY CORP. 


Soie U.S. importers, P.O. Box 1493, Milwaukee 1, Wis. 











IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 
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Stylist P. Norman Burton, Jr., of the American 
Gentleman division of Craddock-Terry Shoe 
Corp., Lynchburg, Va., fits Virginia's gov- 
ernor, J. Lindsay Almond, Jr., with A/G 
shoes on the eve of the Southern Governors’ 
Conference. Governor Almond made a token 
presentation of a pair of A/G shoes to 
each of the other 15 governors attending. 
Overseeing the fitting of the Governor is 
Thomas Perkins, sales manager. 


by Irving 


into effect with a minimum of delay. Irving Tanning Company 


134-140 Beach Street, Boston HN, Massachusetts 





Delson Shoe Store in Macon, Ga. 
Formerly he managed a Delson 
operation in Charlotte, N.C... 
Stanton P. Rines has become man- 
ager of the shoe department of 
Davids, Binghamton, N. Y. 
. . ° 

AND MORE MANAGERS: 
Larry Alexander has returned to 
Winston-Salem, N. C., to manage a 
Mary Jane Shoe Store, after almost 
a year as head of a Charlotte unit 
... Endicott Johnson has promoted 
Ronald R. Rouillard to manager of 


analysis 


needed... 
these French Shoes 


were made to charm 
American boys and girls. 


Little Pierre's priced to retail from $2.95 


* MADE IN FRANCE 
* AMERICAN LASTS 


a new unit in Andover, Mass... . 
Jack R. Schrader becomes manager 
of a Kinney unit in Decatur, IIl., 
succeeding Ronald D. Kvilhaug, 
who moves to a Kinney store in the 
East Gate Shopping Center, In- 
dianapolis, Ind., as manager. 
. . . 

QUEEN OF THE FAIR: Mrs. 
Jean MacGregor, who helps her hus- 
band, Alpine, the Mac- 
Gregor Shoeland Store at Vassar, 
Mich., recently was named “Mrs. 
Michigan State Fair of 1960." She 


operate 


MONACO 

" stock 

Smooth block calfskin 
monk strap. Fully leather 
ned, leather sole ond hee 
sizes 44-8 B'/,-12 
12%-3 BC.OF£ 


FARFADET 
nm stock 
white /bive 
ned washable 
sizes 0-3 

46 


white pink 
Lambskin, fully 


A COMPLETE LINE OF NEW, COLORFUL STYLES WILL BE SHOWN AT THE 


NATIONAL SHOE FAIR, RM. 910, PALMER HOUSE, CHICAGO 


OCTOBER 23, 24, 25. 


LITTLE PIERRE’s. . . distributed by 
AMERICAN JUNIORS SHOE CO., INC 
also being shown in the 

Red Locaver Room, Palmer House 


CHAMBORD SHOE CO., INC. 


350 Fifth Avenue * New York 1, N.Y. 


reigned as queen during the fair’s 
10-day run in Detroit. Mrs. Mac- 
Gregor, who is 36, is secretary of 
the Vassar Chamber of Commerce. 


FUND RAISERS: George Sha- 
piro, treasurer of Gold Seal Rubber 
Co., has been named general chair- 

man of the 1961 
campaign of the 
Combined Jewish 
Appeal of Greate 
Boston He 
headed this 5 
drive A. H. 
Plotkin of LeMar 
Shoes, Ine . is 
the 
division of 
Aid 
New 
Henry Ber- 


1960 


also 


ear’s 


chairman of 
shoes 
a the Travelers 
GEORGE SHAPIRO int of 
York’s annual drive 
man of National Shoes, In 
the allied 
trades drive on behalf of Fed- 
eration of Jewish Philanthropies of 
New York 


and 


the 


chairman of shoe 


TRANSACTIONS: Mike Wenzel, 
Jr., who has been managing Mount's 
Shoe Store in 
purchased the 
Mount. While 
he will be 
business Marion Veton 
William Giachetti. The will 
the name Novelty 
Mr. and Mrs. Her- 


‘ he 


Gillespie, Il has 


interest of Fred 
continuing as 


man 


ager, associated in the 


with and 
store 
operate under 
Shoe Store 

Moskowitz 
fixtures of 


bert have bought 
stock the 
Scott's clothing store in Great Bar 
Mass., 


into a 


and former 


and 
family 


rington, are converting 
the 


The couple formerly operated Her 


store shoe shop 


the same building 
Wal- 


bert’s Shoes in 
with the clothing business 

ter Turbett has bought a T 
lowa, from J. K. Dickinson 


Turbett’s 


store 


and is calling it Shoe 


Store. 


In Allied Fields... 


WORLDWIDE JOURNEY: Hugo 
Surmonte, president of Bonded Fi- 
bers, Inc., Buena Vista, Va., maker 
materials and vinyl 


his 


of innersole 
combined business 
the 
Fair in Vigevano, Italy, 
to Bonded Fibers 
the On 


Great Britain, France, South Africa, 


socklinings, 


journey to International Shoe 
with a visit 
agents around 


world. his itinerary were 
Australia and Japan 
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@ LOWEST PRICE 
CANCELLATIONS 
FOR FAST PROFITS 


BUYS FROM BARIS SELL ON SIGHT! 


@ NATIONAL PRESTIGE 


NAMES IN WOMEN'S 
QUALITY SHOES 


See these BARIS Showings: 


@ LATEST STYLES IN 


@ WIDE SELECTIONS 





CHICAGO SHOE FAIR 
Oct. 23-27 
ROOMS 1127-1128 
HOTEL MORRISON 








DALLAS SHOE SHOW 
Nov. 6-9 
ROOM 1010 
HOTEL ADOLPHUS 








WANTED LASTS & HEELS 


BARIS 


SHOE CO. 
79-81 READE STREET 
NEW YORK 7 


N. Y. 








e Deaths 
Walter Downing, 78; 
Sold English Shoes 


SAN MATEO, CALIF.—Walter G. 
Downing, 78, a prominent figure in 
developing an American market for 
English shoes, died suddenly Sept. 
16 at his home here. He was widely 
known in the shoe industries of the 
U. S., England and native 
Canada, 

Early in his career, Mr. Downing 
became associated with Church and 
Co., Northampton, England, as its 
sole selling agent for Church's Brit- 
ish Shoes. He remained with this 
organization for more than 30 years 
until his retirement in 1950. He 
pioneered and established Church's 
English Shoes on the North Amer- 
ican continent, and he was instru- 
mental in opening Church and Co.'s 
retail shoe shop at 428 Madison 
Ave., New York, considered one of 
the finest shops of its kind in the 
country. Until his retirement Mr. 
Downing was the store’s president. 

His services on behalf of English 
shoes were recognized by the Brit- 
ish Board of Trade. 

In an article published in a Brit- 
ish trade magazine, International 
Shoe Fashions, after his retirement, 
Mr. Downing was lauded as “almost 
an institution, unique in the Amer- 
ican shoe trade. He was widely 
known respected—for many, 
one might use the adjective 
loved’—not only throughout Amer- 
but also amongst the British 
shoe trade.” 

Mr. Downing is survived by his 
widow, Virginia, and her daughter, 


his 


and 
‘be- 


ica 
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Mrs. Jack Levin. His daughter, Mrs. 
George Dobson, and his sister, Mrs. 
W. Roy Raine, also survive. 


WILLIAM H. ECHOLS, 50, plant 
manager of Genfoam Shoe 
division of Genesco, died Sept. 17 
of a heart attack in Nashville, Tenn. 
He had been associated with Gen- 


esco since 1932 


Co. & 


in various positions. 
He spent five years in Mexico City 
another occasion he 
sisted in establishing a Genesco 
plant in Jerusalem. He traveled 
around the world as an engineer for 


the company. 


and on 


as- 


ALFRED E. FARRAR, 77, 
mer merchandising manager for 
International Shoe Co., died Aug. 
31 after a long illness at his home, 
8909 Eager Rd., Richmond Heights, 
Mo. He was a native of Lynchburg, 
Va., but went to St. Louis in 1912 
and International. He re- 
tired 12 years ago. 


for- 


joined 


ERNEST G. RIBSTEIN, manager 
of the William Eastwood & Co. shoe 
store in Eastway Plaza, Rochester, 
N. Y., since 1955, died Sept. 18. He 
with the company almost 40 
years and was considered an expert 
on men’s footwear. 


was 


VERGIL H. DAVIS, 64, retired 
owner of the Davis Scientific Shoe 
Shop, Akron, O., died recently after 
being ill for 18 months. He had op- 
erated the store for 25 years. 


HOWELL RETHERFORD, 44, 
manager of the Model Shoe Store, 
Norwood, O., died Sept. 12 at his 
home, 1902 Courtland Ave., Nor- 
wood. 


Joseph Goodman, Owner 


Of Rockingham Shoe Co. 

NEWMARKET, N. H.— Joseph 
Goodman, 69, owner and president of 
Rockingham Shoe Co. here, died 
Sept. 21 Joston hospital. He 
lived in Haverhill, Mass. 

The veteran shoeman 
known in trade circles. 
ganizing Rockingham, he was asso- 
ciated with Koss Shoe Co., Auburn, 
Me., and he was a partner in Morphy 
Shoe Co., Lewiston, Me. 

Survivors include his widow, Ma- 
rian; a daughter, Evelyn; two sons, 
Edward, who serves in an executive 
capacity with Rockingham Shoe Co., 
and Robert, of American Juniors 
Shoe Co.; two and eight 
grandchildren. 


in a 


well 
3efore or- 


was 


sisters 


EMANUEL RASKIN, 63, district 
manager for the National Shoes 
chain in northern New Jersey and 
lower New York State (including 
parts of Manhattan and The Bronx), 
died September 19 in Passaic, N. Y., 
following a cerebral hemorrhage. 
He was with National for 30 years. 


ROWLAND GEORGE WHIT- 
TET, 80, a retired employee of the 
shoe department of Jordan Marsh 
Co., Boston, and a shoe retailer for 
many years, died Sept. 1 at the 
home of his daughter, Mrs. Charles 
B. Harris, North Livermore, Me., 
after a long illness. 


ABRAHAM WOOLF, man- 
ager of the children’s shoe depart- 
ment at Peerless Co., Pawtucket, 
R. L., for the last five years, died 
Sept. 3 in Miriam Hospital, Provi- 
dence, R. I., after a long illness. 


52, 





e Retail Openings 


Brittain’s of No. Carolina 
Grows from 8 Units to 12 


BRITTAIN’S, Inc., has opened 
four new stores and departments, 
expanding the company to a 12-unit 
operation in North Carolina’s major 
cities. 

Brittain’s, which is headquartered 
in Raleigh, has purchased Leon’s 
Shoes, a leased department in 
Prago-Guyes of Greensboro. Hubert 
Jchnson, president of Brittain’s, 
said the move was part of a planned 
expansion program. 

In Durham’s Northgate Shopping 
Center, the company has opened a 
3,400-sq.-ft. store featuring a “Land 
of Little Shoes” for children. There 
is a 34-chair department for wo- 
men’s lines and another area de- 
voted to self-selection display of 
casuals and accessories. Hassocks 
are provided for self-fitting. 

In the same center, the company 
has opened a new fashion salon in 
Burton’s store—an exact duplicate 
of the Brittain’s department already 
operating in the Burton’s store in 


Black Nylon Velvet 
and Black Smooth 
Style 845 

Sizes 8'/,—3 

Widths B to E 


the Olid value shoe 


Raleigh. Better-grade lines will be 
stocked. 

The fourth new unit is in the 
Arcade Fashion Shop in Winston- 
Salem’s Parkway Plaza Shopping 
Center. 


Thom McAn used full-page ads 
proclaiming, “Now you can all 
drive up in your car and drive 
home in your new Thom McAn 
shoes” to announce a “drive-up” 
unit at the outskirts of Baltimore, 
Md. The unit, managed by Howard 
Rusk, was one of five opened be- 
tween Philadelphia and Baltimore 
around Labor Day. 


Pic ’N Pay, headquartered in 
Charlotte, N. C., recently opened a 
second self-service outlet in the 
Atlanta, Ga., area at 1900 Perker- 
td. The first Atlanta outlet 
opened a year ago on the Buford 
Hwy. The new store is the fourth 
self-service outlet to be opened in 
months in and around At 


son 


recent 
lanta. 


Kinney’s, Bell Bros. and Duanes, 
shoe chain stores, and J. C. Penney 
and J. J. Newberry, both with shoe 
departments, opened recently in 
the Eastmall Shopping Center, Bir- 
mingham, Ala. The center is the 
South’s first year-around weather 
conditioned center. It has a mall 
covering eight acres and enclosed 
with a fiberglass roof. The entire 
mall is cooled in the summer and 
heated in the winter. 

. <a 

Paul’s Shoes, a women's retail 
chain with headquarters in Dallas, 
has opened its fourth store in that 
city, at Preston Village, a 
recently completed shopping center. 
The firm has 17 stores in Texas plus 
one in Tennessee. 


Royal 


women's fine 
Texas, 


The Smart Shop, 
specialty store, Houston, 
added a third branch outlet in the 
Post Oak Center. Wexner Bros. 
leases shoe departments in all 
three of the stores. The shoe salon 
takes up more than 3000 aq. ft. off 
the center of the new 
story building. At the opening were 
Philip Wexner, Memphis, Tenn., 


aisle one- 


SADDLE 


The light-hearted lightweight, 
smartly styled to catch the eye— 
And yet, with all the durability of 
the "'solid value” that customers look 


for and buy in FOOT TRAITS. 
....+ coming in a galaxy 
of colors —see them in 


ROOM 905 W IN THE 
PALMER HOUSE, CHICAGO 


W. L. KREIDER'S SONS MFG. CO. INC. 
P. ©. BOX 311, PALMYRA, PA. 
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president of Wexner Bros.; Joel 
Rabin and Jack Rogers of Wedg- 
lings, Miami; Ross Wilson of De- 
Liso Debs, St. Louis, and Dave 
Kempner of Kempner’s, Little Rock, 
Ark. Henry Wexner, Jr., formerly 
of the downtown Smart Shop, will 
manage and buy for the Post Oak 
Store. 


Danner Shoe Mfg. Co. opened a 
unit in Portland, Ore., that fea- 
tures men’s and boys’ shoes. The 
unique feature of the store is the 
combination of a retail outlet for 
brand names and custom-made fac- 
tory-direct shoes. Danner has made 
logging, hunting and mountain 
boots and work shoes for 25 years. 


Rendine’s Shoe Store moved from 
336 Atwells Ave. to larger quarters 
at 1079 Chalkstone Ave., Provi- 
dence, R. I. Owner Anthony Ren- 
dine has added new brand lines 
upgraded all departments in 
The store handles chil- 
dren’s, growing boys’ and men’s 
shoes now and Mr. Rendine plans 
to add women's shoes in the 
future. 


and 
the move. 


near 


Scranton Dry Goods Co., Scran- 
ton, Pa., has reopened its remodeled 
basement shoe department. It fea- 
tures new display fixtures, new 
lighting and decor. 

* = e 

Harrison Shoe Store Corp., which 
operates nine units in Kansas, has 
added its first in Oklahoma, at 
Blackwell. James Harrison of Cof- 
feyville, Kan., president of the firm, 
supervised the opening. John Shea 
is store manager. 


Brown Shoe Fit Co., formerly 
Stumpf’s Shoes, opened recently at 
117 5th St., Bismarck, N. D. The 
company, new to Bismarck, repre- 
sents 49 years of professional shoe 
handling experience. Elton Few- 
son, Webster City, Ia., is manager- 
partner, and Ben Ehrmantraut is 
assistant manager. 

« - . 

Almacenes Gonzales, the largest 
chain of footwear stores in Puerto 
Rico, opened the twelfth unit re- 
cently the Santa Rosa Plaza, 
Bayamon. The men’s department of 
the en- 
trance. 


at 


store features a separate 


Circus Theme Is Adopted 
For Remodeled Muller’s 


A CIRCUS theme was used in re- 
modeling and expanding Muller’s 
Shoes, Inc., store, 1109 Wealthy St., 
S. E., Grand Rapids, Mich. 

Included in the $25,000 moderni- 
zation project was the revamping 
of the store front, the addition of 
2,400 sq. ft. of sales and storage 
space at the back of the building 
and the removal of a mid-store par- 
tition, Thomas M. Muller, 
president. 

The store now has a redwood box 
ceiling multi-colored 
drop light fixtures. Part of the 
back wall is fashioned after circus 
wagons and stuffed animals peer 
through the slatted windows. Other 
circus animals are scattered about 
the floor and a padded modified 
version of a merry-go-round is in 
the center of the floor. 


said 


and modern 


The Bootery, at 58 Main St., 
Brockton, Mass., for the last 30 
years, opened at a new address, 102 
Main St., Brockton. Charles Cohen 
is the store owner. 


FOR BOYS 


tipster 


One of many styles on the “Casino” 
last that has “the sharp look" the 
yongsters want . . . With all the tested 
and proven qualities of comfort, style 
and fit that parents expect in "solid 
value" FOOT TRAITS. 


See what’s new in 
quality children’s shoes 


ROOM 905 W IN THE 
PALMER HOUSE, CHICAGO 


W. L. KREIDER'S 


SONS MFG. CO. INC. 


P. O. BOX 311, PALMYRA, PA. 
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Black Smooth 


Style 892 
Sizes 3'/.—7 
Widths B to EE 
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What’s New 


One-Handed Shoe Shining 
Is Possible With New Kit 

AN all-in-one shine tool, called the 
“Tony-Up Family Shoe Shiner,” 
combines brush, polish, applicator 
and lambs wool buffer in one unit. 
It is being marketed by Tony-Up 
Shoe Shiner Co., 1472 Broadway, 
New York. 

At the end of the kit’s long handle 
is a wooden block into which is in- 
serted a replaceable tube of polish. 
One side of the block has a bristle 
brush, the other the buffer. To use 
the shiner, the consumer first un- 
screws the handle. At the end is 
a dauber smeared with a wax polish. 
The user daubs his shoes by turn- 
ing the handle counter-clockwise, 
screws back the handle, brushes and 
buffs. Most of this can be done with 
hand. 

The polish is offered in neutral, 
black and brown shades. The unit 
is supplied with neutral polish. 


one 


Patents are pending on the “Tony- 
Up.” 


The "Tony-Up” Shiner 


Fabric Covering Creates Stacked-Heel Effect 


Partial range of heel heights and shapes covered by “Stackette,” 


A NEW three-dimensional, viny]- 
coated fabric heel covering provides 
a remarkable simulation of stacked 
leather Called 
the has been 
by 


or built-up heels. 
“Stackette,” 
introduced 
Corp., Boston. 

The material fits all shapes and 
heights of heels, including the high- 
est, slimmest needle-type heels. The 


material highly scuff-resistant 


material 
Phillips - Premier 


is 


Insole Cushion Material 
Called Resilient, Flexible 
AN INSOLE cushioning material 
which described “highly re- 
silient and flexible and also extremely 
light in weight” has been developed 
by the industrial division of Arm- 
strong Cork Co., Lancaster, Pa. 
Called Armstrong Flexelon, the 
material is a combination of cellu- 
fibers and foam rubber 
together with a synthetic 
binder. According to the company, 
Flexelon has the softness and light- 
weight of foam rubber but is more 
durable because it’s reinforced with 
fibers. A 
“breathes.” 


is as 


lose bound 


rubber 


porous material, it 


Pe ee 


Sport 


\ BOWLING 
‘SHOES 


Women’s: 
Red or Smoke 
Sizes 4-9, $3.85 
Boys’: Smoke 
Sizes 13-52 
$3.75 
Girls’: S 
Sizes 
$3.45 


one 
3 


13-3% 


Athletic Footwear Division 


ee ee ee ee ee ee ee ee 


196 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Eee aTaeDaDaDaaDaaDenanananawanel 


King 


A top value at 

popular prices. 
Littleway stitched | 
Men's: Black or Smoke | 

Sizes 6-12, $4.15 


IN STOCK | 
FOR IMME DIATE 
DELIVERY 


leather goods 


Moke extre 
also selling 


letterhead 


W ater-proofs, Softens 


and Preserves Leather 


SNOW-PROOF was originally developed fifty 
yeors ago for snow-proo 
pers’ boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
Stops dry rot. Prevents mildew 
Odoriess, colorless, not sticky; takes a shine 

waterproofing shoes and 
ow-Proof to customers 
| Ib., and 3% on. cons. 
folder and free sample can on your business 


a et 


a new moterial. 


for 
made 


soft 
heel-covering. It 


and is and pliable easy 


can be in 
any desired colors. 

The three-dimen- 
sional look and feel. According to 
the company, the material will now 
permit the popular stacked-heel look 
to be applied to high, slim heels for 


some unique styling effects which 


surface has a 


have not been practical with reg- 
ular stacked heels. 


Shoehorn with a ‘Handle’ 


Transparent plastic “Boudoir Shoehorn,” 
packed individually in transporent acetate 
box, is being marketed by Louis Halpern, 
550 Fifth Ave., New York. Available with or 
without rhinestones, the shoehorn is 7 in 
long, 3 in. high, can be gold-stomped 








ng hunters’ ond trap- 


5 tb., 
Write for descriptive 


Dept. 22, THE SNOW-PROOF CO. 
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Treated Paper Socks 
Ease Boot Fitter’s Job 


BOOT FITTERS may soon get 
even the tightest boot to slip on and 
off easily during fitting, thanks to 
a new product called Instant Fit 
Boot Socks, a folding silicone-im- 
pregnated paper sock. 

Invented by Maurice R. Selbert, 
owner of a wholesale shoe warehouse 
in Los Angeles, the device consists 
of a flat piece of very thin, parch- 
ment-like paper impregnated with a 
slippery silicone material which also 
coats both surfaces. 

The paper is cut into a flat tem- 
plate of a boot and the customer puts 
his foot on the template, brings the 
sides up the sides of his foot and 
lays the front portion over the top 
for a tongue. He then slips on the 
boot and the Instant Foot Boot Sock 
lubricates the passage. 

Enough chemicals rub off inside 
the boot to allow continued ease in 
slipping it on and off for the first 
few wearings. The boot usually molds 
itself to the wearer's foot after a 
few wearings. 

Mr. Selbert plans to have manu- 
facturers include a sock in each boot 
box when it is shipped. In addition, 
the retailer can buy an additional 
supply to use as replacements in the 
boot boxes after each fitting. 


Barton Manufacturing Co. 


Adds Instant Polish to Line 

AN INSTANT SHINING, scuff- 
resistant liquid polish made specially 
for children’s shoes has been intro- 
duced to the line of Barton Manufac- 
turing Co., St. Louis, Mo. 

The new product, part of a line 
of DyanShine products, is called In- 
stant DyanShine and it comes in nine 
colors, black, brown, tan, cordovan, 
oxblood, black patent, red, white and 
blue. 

There are 12 bottles in a shelf 
package and 72 in a shipping case. 


Boot Cream with Applicator 

A NEW Boot Creme packaged in a 
2'%-oz. jar, with mohair applicator, 
has been introduced by the Cavalier 
Co., Baltimore. The product is said 
to “penetrate and color the leather, 
dissolve the soiling, nourish the fi- 
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bres and give a lustrous finish.” Boot William F. Flower, sales manager 
Creme is being marketed in a “mas- of the division, said “B”’ foam is 
culine” gold and black package. The made from new materials rather 
company is supplying a matching than the reclaimed foam rubber in 
lithographed display. bonded foams. This, he claimed, 
results in superior aging and com- 
Foam from New Materials pression features. The new prod- 
CROWN Rubber Co.’s custom uct will be priced competitively, he 
foam division, at Fremont, 0., has #44ed. 
introduced a new “B” foam which “B” foam can be furnished on 
it hopes will “largely replace the any board that is available in roll 
bonded foam now used in the shoe form. It is available in thicknesses 
industry.” from 3/32 to ¥% in. 





Acme Boot Company, Inc. 


World’s Largest 
Bootmakers, 


proudly present 


“The TRAIL BOSS” 


#1622... for Men. 


es 


Naturally, it features 


VOTAN “Sureca Soe” 
the Sole men 


depend on for 
; RUGGED WEAR 


ond “Ruff-in” retan 12-inch top Ideal for and 

soddie and stockyard.weor. Full leather-lined 

foot and top. Sweet resistant leather insoles 

Woter ond acid resistent. counters Medium ALL-DAY COMFORT! 
square toe with medium walking heel. VOTAN . 
SuperSole outsoles 8 width sizes 8 

through 12 ond 13 D’’ width sizes 6 through 

12 and 13 


Write today 
to learn what 
VOTAN ‘“SurecaSoce” 


with G-C€-P”’ can 


do for YOUR 
SHOE SALES! -plus | 


VIRGINIA OAK TANNERY SALES CORPORATION 
27 SPRUCE ST. - NEW YORK 38,N. Y. 
in Conede by GEAROMORE 4 CO., limited, Acton, Onterie 
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New York Plants Style Up Lines 


BINGHAMTON — While repre- 
sentative upstate New York shoe 
manufacturers speak of orders and 
reorders, production continues slow 
and somewhat unpredictable. As 
the year has progressed, factories 
have put ahead month by month 
the expected business upturn pre- 
dicted earlier. 

Fall has not been written off yet 
as a good or bad shoe season, but 
the trade has been disappointed in 
the amount of business done to date. 
Spring lines have been styled up to 
whet the public appetite for new, 
more intriguing designs, materials 
and colors in women’s lines. 

Points Will Look Sharper—S]lim- 
mer and longer silhouettes will 
give the illusion of more pointed 
toes without actually sharpening 
the point. One stylist dress 
shoe heels will be narrower, but 
there will a greater choice of 
of heels. Stacked heels are seen as 
continuing very popular. 

Closed toes wiil be stressed, with 
the open look arising from open 
backs, shanks or vamps. Soft lea- 
thers will be even more prevalent 
leading to an expected acceptance 
of more unlined shoes. 


said 


be 


The Color Story—Spectator num- 
bers will include patent and white, 
neutral and white and other com- 
binations. Bone will continue to be 
featured. Beiges will be more yel- 
low. Brownish beige tones will be 
softer. The neutral white tiger or 
greige and greens ranging from 
pastel to medium gray green are 
expected to be good. 

White patent, textures and lus- 
tres as well as in combinations and 
trims will be common. The empha- 
sis on light and neutral colors 
should cut into sales of blacks to a 
limited extent. Casual and sports 
shoes will make use of some wild 
colors. 


New Leather Possibilities — In- 
teresting possibilities are seen for 
the new scuff-resistant leather de- 
veloped by a group of six tanners 
and a shoe manufacturer. Resist- 
ance to wear is increased many 
times without loss of softness in 


198 


uppers, sponsors of the new pro- 
cess claim. 

Men’s and boy’s shoes made of 
the new type of leather will be on 
the market by spring, it is planned. 
The new process should increase 
the style and fashion appeal of 
footwear considerably, one 
manufacturing executive. The scuff- 
resistant leather has poten- 
tial value in the making of leather 
specialties, including luggage. 


said 


also 


New England Men’s Units 
Report Work Shoe Gains 

BOSTON New England men’s 
manufacturers report they are re- 
ceiving fill-in orders for both dress 
and loafer types. While these orders 
are not large, they indicate some 
quickening of the demand at retail. 
making men’s work 
shoes find themselves busier 
than they were a month ago. The 
orders for the heavier 
types outside workers 
during fall and winter 
months. 

Heaviest reordering, however, is 
being booked by the makers of chil- 
dren’s shoes. In this field the newer 
patch saddle patterns and flattie 
types have been very popular in all 
but a few parts of the country. Fac- 
tory stylists predict that the former, 
at least, will be one of the longest- 
lived novelty styles brought out for 
juveniles in many years. New color 
combinations are being developed 
for spring. 

A significant development in the 
leather market is the strength in 
women’s weight calf in spring col- 
ors. One tanner reports that he al- 
ready has booked enough business 
to necessitate capacity production 
until next February. The price has 
advanced about three per cent. 


Factories 

also 
are best 

needed by 


the late 


© M. W. Yearsley Corp., Milwaukee, 
has appointed Hinckley Leather Co., 
Dallas, as Texas distributor for 
Persuede, a suede dry cleaner and 
reconditioner. The Yearsley firm 
said Persuede will soon become 
available in a plastic, purse-size 
package. 


St. Louis Makers See 
Big Pre-Teen Market 


ST. LOUIS 
here are currently 
plants turning out other categories 
of shoes. 

From several 
ports that actual shipments of chil- 
dren's pairs in August were 
much as 30 per cent above ship- 
ments for the same period last year. 
At least one major children’s maker 
indicates that his factory output 
for September was below the hoped 
Production slowdowns 
developed, pairs - shipped totals 
slipped and September's unrealized 
possibilities ate into August gains. 


factories 
than 


Juvenile 
busier 


sources come re- 


as 


for level. 


Behind the 


this, 


Untapped Potential 
juvenile activity is 
agree: There 
tapped potential known as the pre- 
teen market. The style factor has 
edged itself into the shoe-thinking 
of girls who wear small sizes. Their 


makers 


tremendous un- 


18 a 


aware of 
some time The little 
coming into the 
awareness. Where a young girl of 
11 or 12 formerly pair of 
school shoes and a pair for Sunday 
School, that same girl now has the 
ward- 


sisters have been 


for 


are 


older 
fashion 
ones just 


had a 


beginnings of a real shoe 


robe, with extra emphasis on occa- 
for and 


sion-shoes dress 


school 


sport, 


St. 
have 


Increases 


A New area 
juvenile analyzed 
their pairs-shipped the 
past fall. They have found that of 
the extra pairs shipped, com- 
pared to the same months of 1959, 
some 85 per cent of the extra pairs 
have been in the girl’s category, 
rather than boys. While the regular 
teenage balloon 
along, makers here feel that a sec- 
ond balloon, the pre-teen girl, is 
rapidly going into orbit, with a po- 
tential limited only by the girls’ 
financial ability to keep up with her 
older sisters. 


Balloon 


houses 


Louis 


as 


continues to sail 


Prospects for the year ahead for 
juvenile makers are excellent and 
houses here are freely expressing 
their optimism and confidence in 
the months to come. 
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Hearings on Shoe Labeling Likely Next Year 


NSMA, in a letter to members of 
Congress, says there is no general 
consumer demand for labeling. 
But Rep. Porter continues to in- 
sist on public hearings. 


WASHINGTON, D. C.— Public 
hearings on shoe labeling are likely 
in 1961 despite new insistence by 
the National Shoe Manufacturers 
Assn. that “there is no general con- 
sumer demand for such labeling.” 

Rep. Charles O. Porter (Dem., 
Ore.), who sponsored shoe labeling 
legislation in the House of Repre- 
sentatives this year, public 
hearings on labeling plans are “the 
only way to get at the facts.” Mr. 
Porter says he cannot agree with 
the NSMA that a national labeling 
law for shoes is not necessary. 

“Let’s hold public hearings and 
find out,” Mr. Porter said early this 
month in commenting on the new 
NSMA statement opposing labeling. 


says 


Sent to Congress — Merril] A. 
Watson, executive vice-president of 
NSMA, in late September sent a 
four-page statement of opposition 
to shoe labeling to all 4837 members 
of the U. S. Congress. Mr. Watson 
explained that he wants to rebut 
the arguments for shoe labeling be- 
ing mailed to each member of Con- 
gress by Wilbur Gardner, the Med- 
ford, Ore., shoe repairman who has 
been conducting a one-man cam- 
paign for a label law. 

“This is the fourth attempt in 
the last 50 years to promote shoe 
labeling legislation,” Mr. Watson 
wrote. 


A Review—The letter recalled, 
“In 1912, when rubber heels began 
to take the place of leather heels, 
there were cries for legislative help 
from interested parties. 

“In 1924, when rubber and com- 
position soles began to supplant 
leather because of economy and 
wear, shoe labeling legislation was 
sought by affected interests. 

“In 1935 an even stronger at- 
tempt was made for a ‘pure shoe 
bill’ and congressional hearings 
were held on the subject. The hear- 
ings indicated no need for such 
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legislation,” Mr. Watson wrote. 
“The shoe industry does not be- 
lieve there is any necessity for fed- 
eral legislation on shoe labeling,” 
he said. “There is no general con- 
sumer demand for such labeling.” 


Says Consumer Doesn't Care— 
Mr. Watson’s letter said market re- 
search studies “have shown that 
the consumer, in purchasing shoes, 
looks for style, comfort, appearance 
and fit. The materials from which 
shoes are made receive little or no 
attention. Consumers are appar- 
ently aware of the fact that the ma- 
terials used provide no indication 
of workmanship, wearing quality or 
the ultimate performance of the 
shoe.” 

The NSMA official said new mate- 
rials have found their way into 
shoes because they offer advan- 
tages of light weight, durability, 
and increased beauty and comfort 

and because, in many cases, they 
outperform the traditional mate- 
rials. 

“Manufacturers select the mate- 
rial to give the best performance 
possible for the price,”” Mr. Watson 
pointed out. “Keen competition has 
proved to be an effective regulator 
of choice of materials.” 


No Health Issue—On the subject 
of foot health, Mr. Watson told the 
House and Senate members he 
knew of no foot health problem “at- 
tributable to the use of these new 
shoe materials today. As a matter 
of fact, we believe there has been a 
progressive improvement in gen- 
eral foot health from generation to 
generation.” 

What purpose, if any, then would 
labeling serve? 

Mr. Watson’s letter said, “Shoe 
manufacturers believe labeling 
would be completely ineffective in 
providing consumers with any mea- 
sure of shoe performance.” A “typ- 
ical” tag drawn up by a maker of 
women’s better grade shoes, in con- 
formance with the requirements of 
the proposed labeling bill, listed 17 
items, the NSMA executive noted. 
This information, he charged, would 
be of no use to a woman interested 


in style, appearance, fit and com- 
fort. 


Retailers Are Opposed—‘“If shoe 
labeling were of any value,” Mr. 
Watson claimed, “presumably the 
great body of retailers would want 
it. All retail groups handling shoes 
are on record as opposed to label- 
ing because it does not inform the 
consumer as to shoe performance 
and because it would disrupt shoe 
retailing procedures.” 

Mr. Watson also reviewed the 
opinions of several government 
agencies as made public in July 
1959: 

“The Department of Agriculture 
indicated an interest in the bill if 
it encouraged the of more 
leather. This, incidentally, has 
nothing to do with the reasons ad- 
vanced by proponents of the legis- 
lation. 

“The Department of Commerce 
opposed the proposed legislation as 
unnecessary. 

“The Department of Justice made 
no recommendation for or against 
the proposed legislation. 

“The Bureau of the Budget rec- 
ommended against shoe labeling on 
the basis that there was no con- 
vincing evidence that it was needed 
in the public interest. 

“The Federal Trade Commission 
indicated that at that time (July 
1959) it did not have information 
as to the need or desirability of the 
proposed legislation, although it 
stated it was conducting investiga- 
tions in the shoe industry. In this 
connection it might be noted that 
former FTC Chairman John W. 
Gwynne indicated on Feb. 11, 1959, 
that he would not favor enactment 
of any new federal labeling legisla- 
tion.” 


use 


“No Necessity”—The Watson let- 
ter declared, “We believe that an 
examination of the evidence avail- 
able today from the source of the 
proposed legislation, from govern- 
ment agencies and from previous 
congressional hearings on the sub- 
ject will revea] that there is no ne- 
cessity for federal legislation on 
shoe labeling.” 





E. C. Lincoln, Jr., Named 
President of Edwin Clapp 


EAST WEYMOUTH, MASS. 
Edwin C. Lincoln, president of Ed- 
win Clapp & Son, Inc., quality men’s 
shoe manufacturer, has moved up 
to chairman of the board. Directors 


EDWIN LINCOLN, JR. EDWIN C. LINCOLN 


of the company have elected his 
son, Edwin C., Jr., as president and 
treasurer, and Lewis H. Billet 
vice-president. 

The new president represents the 
fifth generation of one-family man- 
agement since the founding of the 
firm in 1853. Edwin Lincoln, Jr., 
traveled the Southwest 1950-52 


as 


in 


and has since been associated with 
all phases of company management. 
He was named executive vice-presi- 
dent in 1957. 

Mr. Billet, who is sales manager, 
was for many years a sales repre- 
sentative in the South and South- 
west. 


Court Rules Brooks Must 
Pay Damages to USWA 


PHILADELPHIA A Federal 
District Court has ordered Brooks 
Shoe Manufacturing Co., Inc., to 
pay $78,011 in damages to the 
United Shoe Workers of America, 
AFL-CIO, on the grounds that the 
company moved its plant from 
Philadelphia to avoid hiring union 
labor. The company is appealing 
the ruling. 

Judge Harold K. Wood said that 
union was entitled to $28,011 in 
compensatory damages (including 
$4,251 in dues already lost to the 
union and $23,760 which the judge 
figured the union would lose in the 
next 20 years) and $50,000 in puni- 
tive damages. 

Judge Wood said he believed this 


was the first time a U. S. court had 
devised a remedy for a “runaway 
shop”—moving of a plant to hinder 
union activity. A “runaway shop” 
is outlawed by the National Labor 
Relations Act. 

The court refused to the 
firm to return to Philadelphia from 
Hanover, Pa., where it moved in 
March 1957. In addition the court 
refused to order Brooks to rehire 
and pay transportation expenses for 
the 33 union workers involved 


order 


Shoe Corp. Purchase of 
Tanning Firm Is Cancelled 
CHICAGO—The announced 
of Winslow Bros. & Smith Co., a 
of Armour and Chi- 
Shoe Corp. of America, 
O., was “by 
according 
Armout 


sale 
division Co., 
cago, to 

Columbus, 
agreement,” 


cancelled 
to 
at the end 


an an- 


nouncement by 
of September 
Sheepskin tanneries of Winslow 
Bros. & Smith at Bellingham, Mass.., 
Tilton, N. H., and Gloversville, N 
Y. will to 
Armour properties. 


continue operate 


as 
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AN ENTIRE STORE...OR JUST A DEPARTMENT 


Wherever used in a merchandising operation, Self Serv fixtures lead the 


way to increased profits. Shoppers lik 


e to browse around a large stock 


of merchandise ... like to see it and touch it. That’s as true in footwear 
shops and departments as it is in grocery and variety stores. Self service 


promotes impulse buying, eliminates 


waiting. Fewer sales people are 


needed to serve more customers. You pocket the savings! Self Serv fixtures 
utilize a maximum of floor space. They are strongly constructed of quality 
material and are smartly designed to be readily accessible. Shelves adjust 


in depth to allow a variety of merchandise to 
fixtures to work in your store and watch the profits grow! 


WRITE FOR FULL LINE CATALOGUE AND PRICE 


See the 
PALMER HOUSE - 


Self Serv fixtures 


displayed. Put Self Serv 
INFORMATION 


at the NATIONAL SHOE 


CHICAGO, 4th FLOOR EXPOSITION HALL, BOOTH 


~ 


(Lig 


SELF SERV FIXTURE CO., INC. 
1215 Slocum e 


Dallas, Texas 


FAIR (October 23-26) 


#50 
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EJ Names Richard Hasey 


To Product Planning Post 

ENDICOTT, N. Y.—Richard E. 
Hasey has been appointed director 
of product planning for women’s 
and children’s Endicott 
Johnson Corp. 

Edgar B. Moon- 
ey, Jr., vice-presi- 
dent in charge of 
marketing, called 
the appointment 
“a major advance | 
in the new Endi- 
cott Johnson mar- 
keting program.” 
He said Mr. Hasey 
will supervise the 
development of 
new lines of wo- 
men’s and children’s shoes and make 
recommendations for sales, styling, 
advertising and sales promotion ob- 
jectives to the director of market- 
ing. He will also consult with the 
vice-president in charge of market- 
ing on volume and profit goals in the 
merchandise lines. 

Mr. Hasey was formerly associ- 
ated for 10 years with Viner Bros., 
Inc., of Bangor, Me., a manufac- 
turer of casual footwear. He served 
as vice-president manager 
and style man. 


shoes at 


RICHARD E. HASEY 


sales 


‘Price Is Right’ to Show 
Footwear 3 Times a Week 
NEW YORK—Leather shoes and 
accessories will be seen on “The 
Price Is Right,” NBC-TV program, 
45 times this fall and winter as gifts 
for contestants. 
Arrangements for exhibiting 
leather products on the show, car- 
ried daily by 160 were 
made by Leather Industries of 
America. Between now and the end 
of this year, three programs a week 
will feature women’s fashion shoes, 
handbags, garments and glovés. 
Each pair of shoes is modeled as 
part of a complete costume. While 
the shoes are on camera, Bill Cul- 
len, master of ceremonies, describes 
their fashion and comfort features 
and names the manufacturer. Con- 
testants win the footwear on the 
basis of their guesses as to the re- 
tail price. 
Each week the shoes will be keyed 
either to the changing season, some 
special purpose or a holiday oc- 


stations, 
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casion. At Christmas a “leather 
show case” valued at about $1,500 
will be awarded. 


Central Pa. Group to Meet 

READING, PA. — The Central 
Pennsylvania Shoe and Leather 
Assn. will hold its annual banquet 
Thursday, Nov. 10, at the Hotel 
Abraham Lincoln, Reading. Guest 
speaker will be Dr. Charles C. Noble 
of Syracuse University, who ad- 
dressed a similar banquet four 
years ago. 


| 
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BSAC Names New Head 

BROCKTON, MASS. — J. Paul 
Murphy has been elected president 
of the Brotherhood of Shoe and AI- 
lied Craftsmen. He fills the unex- 
pired term of John F. Jankowski, 
who recently resigned to join the 
Boot and Shoe Workers’ Union, 
AFL-CIO. BSAC is an independent 
union, most of whose members are 
employed by manufacturers in the 
Brockton area. Mr. Murphy will 
serve chief executive until 
August, 1961. 


as 


Sales-Boost 


Made over 
The FRYE-Exclusive 
FITTED-INSTEP Last 


TO RETAIL UNDER 


SHOE CO., INC. Mar!boro, Mass 





Flats for Teens Highlight 


Japanese Trade Exhibit 


ST. LOUIS—Teen flats made up 
the largest group of Japanese 
“chemical shoes” on display at the 
seventh Japan Merchandise Show 
in this city’s Statler Hilton Hotel. 
Patterns were comparable to low- 
end American-made pairs. 

There were white smooth skim- 
mers with perforated vamps, along 
with red corduroy sport casuals 
and 4/8 strawcloth flats. Prom- 


inently exhibited was a variety of 
thongs on both high and low 
wedges. Fleece-lined work boots 
and overshoes with foam crepe 
soles were included for men, as 
were men’s two-eyelet “dress” ox- 
fords of tan plastic piped with 
black. 

The Tonomura Sporting Goods 
Co., Ltd., displayed red ski boots 
with a metal protected toe. Also on 
view were track shoes, fishing 
waders, basketball shoes, fleece- 
lined rayon boots and low-cut rayon 





WHY FINE FIRMS 
FACTOR WITH 
WILLIAM ISELIN & CO., INC. 





sport ties for men. Barefoot sandals 
for children and zories for all cate- 
gories completed the exhibit. 

Most of the plastic shoes were 
made in the industrialized city of 
Kobe. 

Many other categories of Japan- 
ese goods also were exhibited at 
the show. 


‘Process 82’ Shoes to Be 
Manufactured in England 

WAYNESVILLE, N. C. 
Search, Inc., has granted an exclu- 
sive license to Finn Shoes, Ltd., 
Nuneaton, England, to manufacture 
and market “Process 82” vulcanized 
footwear in the British Isles. The 
British firm will move into full- 
scale production of Process 82 shoes 
next month. 

According to Ro-Search’s an- 
nouncement, Finn Shoes has been 
manufacturing molded footwear 
since 1953. Today the firm's factories 
in Nuneaton and Bedworth turn 
out 9,000 pairs a day of high-grade 
children’s footwear and men’s 
molded shoes. 


— Ro- 





Girls’ Spring Fancies 


Girls will have wide areas of styling, mate- 
rials, colors and patterns to pick from, next 
spring. Silhouettes will be slim and trim. 
Shown, top to bottom, are: Little Yankees’ 
Vixen, taper toe, black nylon velvet instep- 
strap with shaped heel, potent bow trim; 
Adoms Bros.’ Jack and Jill, wing-swept black 
and white saddle with definitely tapered fore- 
part; and Little Yankees’ Debuteen “Tumbler 
Oxford" in black grained leather with white 
underlay perforations. 
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Anne Footwear of Quebec English Wholesale Official 


Bought by Mailman Corp. 


LACHINE, QUE.—Mailman Corp. 
of Montreal has purchased the as- 
sets, equipment, inventory and good- 
will of Anne Footwear, Ltd., East 
Quebec City, a manufacturer of 
women’s and growing girls’ shoes. 

Production is continuing at the 
Quebec City factory under the man- 
agement of Gilles Bergeron, but 
shipments are being made in the 
name of British Footwear, Ltd., of 
Lachine, a Mailman Corp. division. 
Anne Footwear has been made a 
division of British Footwear. 


USMC Workers Get Raise 
BEVERLY, MASS. — Approxi- 
mately 2,500 employees at the 
Beverly factory of United Shoe Ma- 
Corp. received pay in- 
of 4.5 per cent effective 
Sept. 30, according to Roger M. 
Silsby, general superintendent. 
Agreement on application of the in- 
crease to hourly and piece rates was 
reached in negotiations with Local 
271, United Electrical, Radio and 
Machine Workers of America. 


A recent visitor to Dunham Brothers Co., 


is G. B. Britton & Sons, Ltd., 
the United Kingdom. 
chinery a 


general manager; Mr. 


crease 


Display Cards for Cushion 


NEW YORK—Display cards that 
hold 12 pairs of Reddi-Tack meta- 
cushions have been made 
retailers Modern 


tarsal 


available to by 


A question every retailer 


_ ee has the right to ask... one 
FO re Mi Ee” every manufacturer has the 
ia ae ay © 


duty to answer! 


Brattleboro, Vt., 
from right), chairman and managing director of Jen Shoes, Ltd., England's largest whole- 
soler, who came to study Dunham's operations. 
which was recently licensed to make Dunham's Tyroleans in 
In conference (from left to right) are George D. Mason, Dunham's 
vice-president; Whitney Hartshorne, assistant merchandise manager; Nelson E. Withington, 
Jennings and Philip 8. Chapman, 


M230: 


in"’ 


Studies the American Way 


was Arthur T. Jennings (second 


One of Mr. Jennings’ principal resources 


merchandise manager. 


Orthopedic Co., 584 
Broadway. 

The display unit, measuring 9 x 12 
in., can either be hung or set up on 
a counter, using on the 


back. 


Appliance 


an easel 


**Built- 
Support, 


Fully Lined, Black 


Julius Altschul, Inc.—America's foremost manufacturer of Quality 
Juvenile Footwear—offers shoe retailers: 


FiT—unequaled in the industry . . . from the first try-on to 
the day of discard . . . the important “extra” that makes faster 
soles, satisfied customers, reputation for you as a shoe-fitter. 


QUALITY—fine shoe craftsmanship, utilizing choice 
leathers and dependable inner constructions. Altschul Quality 
insures steady, repeat business for you. 


CONFIDENCE—for you, in the knowledge 
that you sell the finest children's footwear available. 
For your customers, in the knowledge that 
Altschul juvenile shoes fit better . look better . . . longer! 
Confidence — the tribute most difficult for the retailer 
to earn. Altschul does it for you! 
Just two of the famous Alfschel line of better Juvenile 


Footweor ore shown here. See them all at the 
National Shoe Fair. Discover "What's In It For YOU''! 
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YEARS OF FAITHFUL SERVICE 


BE SURE 10 SEE US 


at the 


NATIONAL 
SHOE FAIR 


Palmer House * Chicago 
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Carmen Ruggiero (third from left), proprietor of Imperial Backing and Finishing Co., 
accepts golf trophy for low gross score (69) at first outing of the Adirondack Tanners Club. 
Presenting the award is Mario Zambella of Crown Finishing Co. Others in the photo (from 
accepts golf trophy for low gross score (69) at first outing of the Adirondack Tanners Club. 
president; Jerome Ritter, manager of Rohm & Haas of Gloversville, N. Y.. and a member 


of the entertainment committee, and 


GLOVERSVILLE, N. Y.—A new 
organization of leather men, the 
Adirondack Tanners Club, attracted 
100 members, wives and guests to 
its first annual outing recently at 
Sacandaga Park, N. Y. Many of the 
members took part in an 18-hole golf 
tournament. 

The club had met three 
times previously since its organiza- 
tion last January. George Hiteman 
of Hiteman Leather Co. the 
prime mover in its formation, at 
the request of the American 
Leather Chemists Assn. By March 
the membership had already grown 


only 


was 


‘Cheap Shoe’ Imports l 


NEW YORK—Imports of “cheap 
shoes manufactured by low-paid for- 
eign labor” have increased more 
than 1,000 per cent in five years, 
Endicott Johnson Corp. told its 
stockholders in a special report. 

The report said the State Depart- 
ment’s inclusion of a long list of 
footwear items among the foreign 
imports to be considered for tariff 
reduction a 42-nation meeting 
under the General Agreement on 
Tariffs and Trade (GATT) presents 
a further threat to the industry. 

Commenting on the report, Ray- 
mond A. Mills, senior vice-president 
in charge of sales and marketing, 
said the import situation has even 
greater impact on shoemen because 


at 
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Lauren Berner, club's vice-president. 


to 72 firms and 188 individual mem- 
be rs. 

L. Cuyler Dade of G. Levor & Co., 
Inc., is president of the club. Other 
officers are Ralph Pleatman of Hite- 
man Leather Co., first vice-presi- 
dent; Lauren Berner of Leavitt- 
Berner Tanning Corp., second 
vice-president, and John J. O'Hare 
of Fulton Process & Chemical Corp., 
secretary-treasurer. 

The club holds its meetings in 
the Hotel Kingsboro in Gloversville. 
At each gathering, a guest speaker 
discusses a technical topic of inter- 
est to tanners. 


p 1,000%, EJ Says 


of “radical marketing changes” 
through which the industry is pass- 
ing, and the tough competition 
among U. S. shoe producers. 

“Since World II,” the EJ report 
noted, “our government has exported 
abundant American technical equip- 
ment and know-how to shoe pro- 
ducers in the Far East and Europe. 
This has destroyed the balance of 
competition. ...” 

The report warned that if present 
trends continue in the next five 
years, “experts in this country esti- 
mate that shoes produced in the Far 
East and Europe will account for 
more than 300 million pairs, which is 
roughly one-half of the present do- 
mestic output.” 


Allied Show Picks a 
Theme: ‘Fashion Tools’ 


NEW YORK—“Because no radi- 
cal or completely new style innova- 
tions are anticipated for fall 1961 
footwear, fashion materials and 
shoe components will become more 
important than ever before in pro- 
viding strong, fresh styling appeals 
for that season’s shoes.” 

Fred N. Phillips, general chair- 
man of the Allied Shoe Products 
Show, offered this explanation in 
announcing a theme for the Dec. 
10-13 showing in the New York 
Trade Show Bldg.: “Tools of Fash- 
ion.” Mr. Phillips said shoe pro- 
ducers and designers at the show 
will look for items that offer 
“stimulating merchandising ideas.” 
The new and improved shoe prod- 
ucts on display will become vital 
“fashion tools,” he observed. 

These range from fabrics 
leather simulations to 
lasts. 


and 
insoles and 
Footwear Predictions Despite 
the slowdown which plagued shoe 
business over the past summer, Al- 
lied Show officials saw strength in 
both and the in- 
dustry moved into the year’s final 
quarter. They predicted total 1960 
production of close to 615 million 
pairs, second only to record-break- 
ing 1959. Retail they said, 
will exceed last record 


output sales 


as 


sales, 
year's by 
almost 5 per cent. 

“This will provide solid impetus 
for spring 1961 shoe business which 
should if not better last 
spring's volume,” Mr. Phillips said. 
“We look for a strong second half, 
provided the industry goes all-out 
in offering the expanding consumer 
market the creative styling it de- 
mands.” 

$200 Million of “Tools” The 
“Tools of Fashion” products for 
fall ’61 are expected to account for 
over $200 million in sales, accord- 
ing to Allied Show leaders. 

Total sales of shoe supplies and 
materials, including upper leather, 
which will be exhibited at the Shoe 
Market in New York 
should exceed $500 million. 

Close to 8,000 shoe manufactur- 
ers, stylists and supplies buyers are 
due at the semi-annual market, 
comprising the Allied Show, the 
Leather Show and the Shoe Fabric 
Show. 


equal 


Resources 
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Functional Linings Adopted 
For New Bristolite Line 


BRISTOL, R. I.—New functional 
linings are featured in the entire 
tristolite line of women’s § and 
misses’ fabric footwear being intro- 
duced by Bristol Manufacturing 
Corp. 

For example, the Bristolite brushed 
nylon shoes which the company will 
display at the National Shoe Fair 
will have a lining of Arnel fleece. A 
company spokesman said this mate- 
rial “affords the 
protection against cold and damp- 
The material is 
“angora-soft and easily launderable.” 
In addition it has a high warmth-to- 
weight ratio. 


greatest possible 


ness.” called 


Bristolite corduroy shoes will offer 
a cotton flannel lining, available in 
that blend with the color of 
the shoes. The material also is cited 
for its warmth qualities. 

The company its 
in lining requirements in the 
sristolite 
all fabric 
during 1961. 


colors 


said new con- 
cept 
line will be carried out in 

footwear manufactured 
Explained the spokes- 


man, “Experimentation has proved 


JOFFC( 


LIQUID SPRAY 


that fabric footwear manufacturers 
no longer must stick to the standard 
cotton greige goods as lining mate- 
rial.’’ New fabrics, he stressed, offer 
style and comfort advantages. 


Irving Exhibits at Vigevano 

BOSTON — The Irving Tanning 
Co. and the Hunt-Rankin Leather 
Co. were among the U. S. exhibitors 
at the recent International Shoe 
Fair in Vigevano, Italy, one of the 
largest and best attended shows of 
its type in the world. Ralph May, 
director of export for the two firms, 
displayed their complete lines along 
with shoes and handbags made 
from their leathers. 


Dunham Bros. Names Five 


BRATTLEBORO, VT.—As a fur- 
ther step in its entry into the Mid- 
Dunham Brothers Co. has ap- 
pointed five new salesmen to cover 
territories in that part of the coun- 
try. 

Herman Dye 
Indiana, and Morris 
cover western Ohio, 
in Columbus. 


west, 


will travel southern 
Snyder will 
with head- 
William R. 


quarters 


because 


Four of five new salesmen for Dunham 

Brothers Co. are (standing, left to right) 

Herman Dye and Morris Snyder, and (seated) 
William R. Duke and Glen O. Roisum. 


Duke will sell the Dunham line in 
Illinois, and Glen O. Roisum will 
cover a Minnesota territory. Rich- 
ard L. Hammond will travel in 
western Michigan. 


® Merchants Service Co., a supplier 
of price tickets, stock forms and 
other printed used by 
shoe retailers, has moved to new 
quarters at 407 S. Dearborn St., 
Chicago. Barney Bowen 
the firm. 


materials 


operates 


Suede ana Nylon-Velvet cre 


high in footwear fashions... 


Fast-selling pair from Hoffco 
Nylon-Velvet Conditioner ! 
right through Winter 


Suede Conditioner, 
And the future looks bright 
because suede and nylon-velvet 


are still exciting fashion news 
Hoffco conditioners in the handy aerosol containers 


maintain the original “ 
Good results come easy 


Be prepared 


life” of the finish, keep colors fresh. 
build repeat sales. 


stock up now 


Aerosol sprays still only 79¢ retail 


Whatever shoe 
match it... 
Conditioner, 


fashions dictate, 
Shoe Dressings, 


Buck Cleaners, 


there’s a Hoffco product to 
Suede Conditioner, Nylon-Velvet 
Leather Wax. Stock them all! 


i ei 0., inc. 


Milwaukee T!. Wisconsin. 


Get all the focts about Hoffco at the National Shoe Fair, Palmer House, 


October 15, 1960 





Evins Emphasizes Back Treatments, Heels 


NEW YORK — Back treatments 
and heels—a variety of heights and 
shapes—are the points of interest 
in women’s style shoes for fall and 
winter 1960-61. David Evins illus- 
trated this trend at a recent press 
showing of his Special Order Col- 
lection at the I. Miller 689 Fifth 
Ave. store. 

A favorite back detailing in these 
shoes is a large teardrop opening 
right under the topline and at the 
center back. In one style the open- 


Wholesalers! 
PT 


ing was repeated at the throat. 
Heel heights ranged from 12/8 to 
23/8 with increased emphasis on the 
“lower” heels, 18/8. Stacked heels 
were shown with the lower and low 
heels, some of these faceted. Very 
new was the glass” heel, 
quite slender but flaring out at the 
toplift. 


“wine 


“Prism” Last—Toe character had 
new interest in the slender “Prism” 
last made with a faceted heel. A 


2 
\;\ WE PLEDGE... 


Sh? RO 


That we will maintain the 


high standards of our 


ITALIAN SHOES 


~ yD 
CS re. ‘) WE APOLOGIZE . .. 
2 To all whose orders we were 
unable to accept in the past 
because we were 


BOOKED UP 


L 
4) WE THANK... 
OO) Our friends for the excellent 
reception they have always 
accorded our lines 


mY 
‘) WE PREDICT... 


ve kY Your formula for success is 
our line of 


ITALIAN CREATIONS 


DESSY-ATCO 


Famous for ‘‘Andiamo Con Dessy”’ 
444 Fifth Avenue, New York 18, N. Y. 


Conrad Hilton Hotel 
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Rooms 625-626 


“blunted” toe and heavier heel also 
made news. 

In a range of colored alligators, 
a plain alligator pump had been 
shown exclusively with the entire 
Norman Norell couture collection. 
Mr. Evins said alligator is due for 
its biggest year ever and has as- 
sumed the importance of a “status” 
leather. It is going into all types 
of shoes, he said. 

Leathers and fabrics were news- 
worthy in the collection. The hairy 
side of a calfskin showed the cur- 
rent fur influence. Leopard spots 
were stencilled on calfskin, and a 
guinea hen feather shoe was an- 
other smart novelty. Velvet 
combined with calf in a _ tailored 
type. Lumina finish drew favorable 
comment as a kind of luster, im- 
portant for the fall and winter. 


was 


Beading for Evening-— An un- 
usual amount of beading in evening 
shoes was another important trend. 
Rhinestones also played a leading 
role, outlining the throatline and 
the back sling strap in one shoe and 
encircling the quarter in another. 
Evening shoes were very luxurious 
and colorful. Rhinestones or jet 
gave beauty to lace mesh shoes, and 
a bootie was encrusted with gold 
embroidery. 

At the opposite end of the style 
range the walking 
shoes and a smart combined 
reptile and calf. 

One shoe for silhouette is 
cluded in every collection that he 
designs, David Evins This 
time it showed a curving topline in 
a plain black suede pump. Mr. Evins 
noted the “return of the shell.” 


were low-hee] 


spat 
in- 


said. 


Development Post Filled 


LOWELL, MASS. Charles W. 
Mann has been appointed technical 
director of a new leather division 
at the Lowell Technological Insti- 
tute Research Foundation. His job 
will be to conduct development work 
on the processing of upper and sole 
leather and to supervise contractual 
work in the development of products 
and processes for the leather in- 
dustry. 

Mr. Mann moved to the Lowell 
Technological Institute from the 
Quartermaster Research and Engi- 
neering Center in Natick, Mass., 
where he was chief of the Leather 
and Footwear Division. 
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Where to Buy 





JOBS 


JOBS 


JOBS 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children’s 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 














ORTHOPEDIC FOOTWEAR 


BOX HANDLERS 





TARSO SUPINATOR SHOES® 


for weak or flat feet - 
. prescribed by doctors 
as the modern corrective 
shoe for children. 
Meade and distributed only by: 


Maurice J. M Markell Shoe Co., Inc. 


. Yonkers, N. Y. 





Be sure you see the full line of 


TARSO SHOES 


of the 
NATIONAL SHOE FAIR 
Chicago * October 23-26 
ROOM 967W + PALMER HOUSE 











LONG ARM* 
ooo samme, sare 


You 


REACH 
HIGH SHELVES 


EASIER 


Quicker and safer than by al Geman 

any other method. Long ’ 
Arms handle the full boxes right side up; 
upside down. ——— Ba mteed. Long Arms with 
handies 24”, 36”, 48”, 60”. $3.95; with 72” handles, 
$4.95. Postage prepaid in USA. Specify handle length 
desired and if for men's or women's boxes. Your 


jobber or 
CARL BEEMAN 
Cedor Heights Rd Stamford, Conn 





empties 


J&M Fall Ad Campaign Solicits Mail Orders 


J&M 
“combines several 


NEW YORK—Johnston & Mur- 
phy makes a bid for mail order busi- 
ness for its retail accounts through 
its current fall advertising cam- 
paign, the largest in the 110-year 
history of this quality men’s manu- 
facturer. 

Advertising Manager Bill Rich- 
ards said this is the first time J&M, 
a Genesco division, has advertised 
nationally for mail orders. Its shoes 
are priced from $25 to $75. 


Double-Page Ads—The consumer 
campaign is concentrated in two- 
page spreads in The New Yorker 
and a page in Holiday magazine. A 
number of new styles are being in- 
troduced—among them J&M’s “Box- 
er Top” high-tongued slipon “that 
won't slip off”; “The Gulliver Boot,” 
a high-riser with elastic nylon side 
goring and “The Huntsman II,” a 
wingtip boot-shoe with a _long- 
wearing heel. 

Duke Rose, 


vice-president in 
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charge of the division, said 


the ad campaign 


hard-sell features with the image- 


building promotion we used previ- | 


ously.” In fact, he said, it’s a link- 
ing of advertising’s soft-sell 
hard-sell in one ad. In the 
page spreads the left-hand page pic- 
tures a shoe in full color “on loca- 
tion,” while the right-hand side (in 
black and white) discusses the 
shoe’s construction and perform- 
ance features and pictures 
of the shoe close-up. Below, 
retail outlets are listed. 


and 
two- 


Imaginative Backgrounds — To 
prepare the ad series, J&M’s agen- 
cy, The Rockmore Co., went after a 
number of unusual settings. Serv- 
ing as a pictorial background for 
the footwear are a “Viking ship” 
(the same one used in the movie, 
“The Viking”), professional boxers 
at New York’s St. Nicholas Arena, 
and a thoroughbred racing stable. 


parts | 
a few | 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St.. NYC 


Quality shoes since 82 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





Fer Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Sue i) i 
MOSINGER - ‘COHN 


35 Wash 








Li: 
vy 


MA 1-3363 


® Moran Shoe Co.'s new line of Wee 
Walker Gift Shoes delivered 
via helicopter when the Ben Frank- 
lin store opened in the Wilshire 
Shopping Center, East Alton, III. 
Wills T. Engle, president of Moran, 
and Fred H. Rountree, director of 
merchandising, made the delivery. 


was 
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Personnel 





FLOYD MESSENGER 
Goodrich Promotion 


EDWARD 8. APEL 
Also Promoted 


Promoted .. . 


Floyd F. Messenger, to general 
credit manager, and Edward B. 
Apel, to credit manager of B. F. 
Goodrich Footwear and Flooring 
Co., Watertown, Mass. Mr. Messen- 
ger joined Goodrich in 1952, Mr. 
Apel in 1942. 

J. Paul Boat, from salesman to 
Midwest sales supervisor for Dun- 
ham Brothers Co., Brattleboro, Vt. 
He will work with the present seven 
salesmen and others as they are 
added, and will continue to service 
his own accounts in the Chicago 
and Milwaukee areas. 

David B. Pass, from buyer of wo- 
men’s casuals to vice-president and 
manager and buyer of women’s 
shoes for all of the northern Cali- 
fornia operations of Sommer and 
Kaufmann, San Francisco. He con- 
tinues as administrative assistant 
to Frank C. Brandon, executive vice- 
president and general manager. 


Transferred... 


Frank Courtin, from merchandise 
manager and field man for the 
Winsco leased departments, a sub- 
sidiary of International Shoe Co., 
St. Louis, to the Winthrop division 


CLIFFORD KIMLESS 
Sells Red Cross 


STANLEY OSTROFF 
Soles Monoger 
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J. PAUL BOAT 


Soles Supervisor 


FRANK COURTIN 
Seles Coordinotor 


as sales coordinator. The position 
is a new one. 

Edward J. Czern, from Haverhill 
district manager to an assignment 
in the Boston headquarters of In- 
ternational Shoe Machine Corp. He 
will be in charge of final develop- 
ment, field testing, evaluation and 
initial marketing of one of the 
firm’s new combination machines. 

Henry Jobray, from Haverhill dis- 
trict service manager to Haverhill 
manager for International Shoe Ma- 
chine Corp. He has been with the 
company 11 years and all were spent 
in the Haverhill district. 


Appointed... 


Stanley Ostroff, sales manager of 
Christian Dior Shoes, New York, a 
division. He 
Jack Jansing, who resigned to enter 
the investment business. 

Clifford Kimless, sales 
tative for Red Cross Shoes division 
of United States Shoe Corp., Cin- 
cinnati, O., working the 
New York office. 

Arthur M. Broder, sales represen- 
tative for the Winthrop and Hanan 
lines of International Shoe Co., St. 
Louis, covering all New England, 
New York State except New York 


Genesco succeeds 


represen- 


out of 


REX TEANEY 
To Greot Northern 


JOHN L. WINTER 
Represents Dunham 


EDWARD J. CZERN 
To ISMC Office 


HENRY JOBRAY 
District Manager 


City, eastern Pennsylvania, and Ot- 
tawa and Quebec in Canada. He re- 
places Jack Davis, who resigned. 

John L. Winter, sales representa- 
tive for Dunham Brothers Co., 
Vt., covering 
“astern Pennsylvania. 
\. A. Betts, who will 
cover south central New York State 

Rex Teaney, Southeast sales rep- 
resentative for Great Northern Di- 
vision, International Shoe Co., St. 
Louis, replacing Kenneth Alsdurf, 
who resigned. He was formerly with 
Albert H. Weinbrenner Co., Mil- 
waukee, Wis. 

Arnold Bregman, sales represen- 
tative for Brown Shoe Co.’s Risque 
division, St. Louis, covering Illinois, 
Kansas and Missouri. Mr. 
Bregman, one-time Risque division 
manager, Al Sobel- 
man, who was transferred to a new 


2 we 
rat- 


tleboro, central and 
He succeeds 


continue to 


lowa, 


sales replaces 
area. 

K. D. Patchett, sales representa- 
tive for Shoes, Inc., St. 
Louis, covering Iowa, Minnesota, 
Wisconsin, North and South Dakota, 
Nebraska and upper Michigan. For- 
merly with the women’s division of 
Peters branch of International Shoe 
Co., Mr. Patchett replaces Sig Sol- 
land, who resigned. 

Bill Olmstead, Southwest 


Heydays 


sales 


K. D. PATCHETT 
To Heydoys 


BILL OLMSTEAD 
Named by Selwyn 
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representative for Selwyn Shoe Mfg. 
Corp., St. Louis. 

John Taske, credit manager for 
M. K. Weil Shoe Co., St. Louis whole- 
salers and jobbers, succeeding the 
late Paul S. Signan. Mr. Taske came 
from International Shoe Co. 

Sam Aronoff and John Mooney, 
sales staff of M. K. Weil Shoe Co., 
St. Louis. Both will headquarter in 
St. Louis but will cover coast-to- 
coast territory. 

Miss Virginia Kilroy, fashion and 
advertising director of Johnson, 
Stephens & Shinkle Shoe Co., St. 
Louis. She replaces Mrs. Pat Wheel- 
less Goldman, who resigned. 

David Kaplan, a member of the 
staff of Morison Shoes, Inc., New 
York importer. 

Roger McDonald, buyer of men’s 
dress shoes, and J. R. (Bob) Trus- 
sel, buyer of women’s play shoes in 
the shoes and rubber footwear buy- 
ing department of Sears, Roebuck 
& Co., Chicago. 

Ben Simons, sales coordinator for 
Beggs & Cobb, Inc., Boston leather 
firm. This is a newly created post. 
Mr. Simons was sales manager of 
the Korn Leather Co., Peabody, 
Mass., for more than 25 years until 
recently. 

Richard Hall, western regional 
sales manager of the Kiwi Polish 
Co., Pottstown, Pa. He lives in San 
Rafael, Calif. 

Paul L. Bernard, sales represen- 
tative for C.1L.C. Machinery, Inc., 
Boston, handling leatherboard, Moe- 
nus tacks and the Moenus hydraulic 
cutting press in the Northeast. 

Melvin A. Atherton, sales repre- 
sentative for the industrial sales de- 
partment of Singer Sewing Machine 
Co., New York. He will cover 
northeastern Massachusetts and 
Maine. 

Dr. Allen S. Powell, director of 
research and development for Tex- 
on, Inc., South Hadley Falls, Mass., 
maker of wet-web saturated cellu- 
lose products used in the shoe in- 
dustry. 


Resigning .. . 


Henry F. Scheetz, Jr., from his 
post as board chairman of Brown 
Co., Berlin, N. H., maker of paper 
products (including innersoles). He 
continues as a director. His duties 
as chairman were assumed. by 
Leonard A. Pierce, president. 
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THIS LITTLE PIGGY SCOFFS AT DIRT 


because SCOTCHGARD” BRAND Leather Protector is tanned right 
into plush Pigmillion Pigskin. A brisk brushing whisks away ali sur- 
face dirt. Spots and stains do a disappearing act with suds and water, 
so footwear fashioned of this lush leather keeps its ‘‘just-purchased”’ 
beauty. Find out how it's done 


FOR RESOURCES WRITE TO 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 





cordially invites you to attend the premiere 
showing of the Spring and Summer collection of hand 


made shoes. 
..- Room 892 + Palmer House 


The TOWN BOOT 


The newest high-fashion shoe 
for gentlemen — boot top- 
line and oxford height quar- 
ters. (IN STOCK) am 


The LUCCA 


A new concept in comfort 
and styling — featuring the 
molded inside shank — the 
English bound mocc. 

(IN STOCK) 


SHOE COMPANY 
alate 40 SO. CLINTON, CHICAGO 6, ILL. 








Wanted to Purchase 





CASH 
TOP. PRICES 
#* suRPLUS SHOES 


CANCELLATIONS 
COMPLETE STORES 


Write or wire fer fast eae 
then . . . quality men's, 
women's and children's shoes. 


Tine + FOR OVER 45 YEARS 


MOSINGER -COHN 


Me 1-3363 





MEN'S, WOMEN’S and — 
OLS CHILDREN'S SHOES a 


Complete Stocks and new YORK 7. ¥ 


Stores Solicited 
At All Times. 


YOU GET 


CASH 











144 DUANE ST 
NEW YORK 13. N. Y. 
BE 3-7290 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

LEASES ASSUMED 5 

YOUR NAME PROTECTED #4 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











WE PAY MORE fu -ause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. L, WM. Y. 
Max L. Meltzer, Pres. Ivanhoe |-9638 














WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 6-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Unica City, N. J. UNion 3-6413 


‘Phone or Wire Collect 














M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 
137 wert. Suey Sew. Yous City 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


NSTA Convention Program 


THE 50th annual convention of 
the National Shoe Travelers’ Assn. 
will be called to order at 1:30 p.m. 
Thursday, Oct. 20, at Chicago's 
Hamilton Hotel by President Ben 
Berwald. But several meetings will 
be held prior to this time. 

The board of directors will hold 
two meetings, one at 1 p.m. on 
Wednesday, Oct. 19, another on 
Oct. 20 at 9:30 a.m. At 11:45 a.m., 
Oct. 20, a luncheon for delegates 
will take place in the Chicago room 
of the hotel. At NSTA’s afternoon 
meeting, reports of officers, commit- 
tee chairmen regional gover- 
nors will precede the annual report 
of George H. Lawson, president, 
NSTA Benevolent Auxiliary, and an 
address by Marshall J. Mantler, ex- 
ecutive director of the Bureau of 
Salesmen's National Associations. 


and 


A cocktail hour from 5-6 p.m. in 
the Mirror Room, followed by the 
annual banquet, will conclude the 
day’s program. 

At the 9:30 a.m. meeting on Fri- 
day, Oct. 21, resolutions and com- 
munications will read, followed 
The 1:30 
p-m. session on that day will fea- 
ture an Frederick 
Bloom, executive vice-president of 
The 210 Associates; election of offi- 
for 1961; presentation of a 
trophy to the affiliated association 
with the percentage in- 
crease in membership, and accep- 
tance newly elected 


be 


by a business meeting. 


address by 


cers 
largest 


speeches by 
officers. 


Party Locale Is Changed 

THE Golden Anniversary party 
of NSTA, originally scheduled for 
the Chez Paree on Monday, Oct. 24, 
at 7 p.m. has been switched to the 
3oulevard Room of the Conrad Hil- 
ton Hotel, Edmund J. Trench, sec- 
retary and managing director, has 
announced. The time is unchanged. 

Entertainment will feature Hil- 
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ton’s famous Ice Revue. The party 
had to moved following the 
closing of Chez Paree after 30 
years’ operation. To avoid possible 
misunderstanding, Mr. Trench 
added that new tickets are being 
mailed to everyone who had bought 
tickets for the Chez Paree. 
. +e . 

Happy 75th Birthday! 

Earl Dalbey of Wooster, O., who 
represented Culver Manufac- 
turing Co., Inc., for 20 years in 
Ohio, has just celebrated his 75th 
birthday. Retired? No. He’s still 
active the road at least four 
days a week. However, he says that 
he is not at all the 
“new-fangled” casual] shoes his 
company is making, but concen- 
trates on the First Step children’s 
line. 


be 


has 


on 


interested in 


. * + 
Retiring After 45 Years 

AFTER 45 years in the shoe busi- 
ness, H. B. McComb of Kalamazoo, 
Mich., has retired. In the past 22 
years, Mr. McComb has earned the 
title “Mr. Ball-Band” in his home 
territory of southwestern Michigan, 
including Lansing, Jackson, Battle 
Creek and Kalamazoo. 

This veteran shoeman started 
selling shoes in 1915 for the New- 
ark Shoe Co., Detroit, and in the 
spring of 1916 he was made man- 
ager of Newark’s Michigan Avenue 
store, where he remained five years. 
In 1921 he went with Harryman 
Shoe Co., Lansing, as a window 
trimmer and assistant manager of 
women’s shoes. 

Then in 1926, Ball-Band (of Mish- 
awaka Rubber Co.) offered him his 
first traveling job: a territory in 
northwestern New York State, in- 
cluding Glens Falls, Saratoga 
Springs and Plattsburgh. Three 
years later he was given a larger 
territory in east central New York, 
including Albany, Troy and Sche- 
nectady, and there he remained un- 
til he returned to “home base.” 

o + - 

IN 45 years a shoe salesman 
gains experience which can be 
turned into advice for the young 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Cole. 


man thinking about or just going 
on the road. Here’s the way our 
honored salesman sums it up: 

“Be sure to pick 
the best company 
you can find, then 
learn its merchan- 
dise. Then try to 
be the best sales- 
man in the terri- 
tory for this type 
of merchandise. 

“Don’t be afraid 
to help your dealer, 
to do little favors 

H. 8. MccOmMB) = =for him. See that 
you know his needs for your mer- 
chandise better than he does him- 
self. The best way is to keep rec- 
ords of what he sells. Sure it takes 
time, but in the long run it will 
pay off, for he will get to depend 
upon you for what he needs. I’ve 
even picked up single pairs of shoes 
from other dealers, thereby helping 
both the dealers and myself. I was 
always trimming windows, arrang- 
ing promotions, getting stock on 
display—anything to get the dealer 
to depend upon me. 

“Never be in a hurry or try 
to rush the buyer. Just remember 
the best place to sell is where you 
are; forget about the man down the 
road—perhaps he doesn’t need any- 
thing.” 


. + . 

AND what is this helpful, busy 
salesman going to do now that he 
is retired? He’s going to see more 
of the United States, catch up on 
his hunting and fishing, continue 
bowling in two leagues a week, and 
find time to play more golf. 

Mr. McComb is an active member 
of the Kalamazoo Exchange Club 
and the Michigan Retailers’ Assn. 
and he’s also a life member of the 
Masons and the Order of the East- 
ern Star. 

He and his wife, the former Nina 
Mae Price, whom he married in 
1916, live at 1405 Hillcrest Ave., 
Kalamazoo. They have two daugh- 
ters, both graduates of Western 
Michigan University: Betty Jane 
Northam of Menlo Park, Calif., and 
Florence Mae Fox of Kalamazoo. 
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STATEMENT REQUIRED BY THE ACT 
AUGUST 24, 1912, AS AMENDED BY 
OF MARCH 3, 1933, AND 
1946 (Title 39, United States 

Code, Section 233) 


SHOWING THE OWNERSHIP, MAN 
AGEMENT AND CIRCULATION OF 
BOOT and RECORDER, published 
semi-! F Philadelphia, Pa for 


1. The names and addresses of the pub- 
lisher, editor, managing editor, and bus 
ness managers are Publisher, E ; 
Terhune, Jr.. Boot Road, Sugartown, Mal 

Editor, John J. Reilly 

Lane, Rosemont, Pa.; Man 

s Edmonds, 214 South 

42nd Street, Philadelphia 4, Pa Business 

manager, John B. Prader, 116 North New 
Ardmore Avenue, Broomall, Pa 


2. The owner is: (If owned by orm 
ration, its name and address must be 
and also immediately thereunder 
addresses of stockholders 
olding 1 per cent or more 
f stock If not owned by 
mes and addresses « 
owners must be given If 
p or other unin- 
e and addres as 
ach individual member 
CHILTON COMPANY 
Philadelphia 39, Pa 
Holders of more than 1 per cent of the 
capital stock outstanding Chilton Con 
pany Mary M Actor 260 Sycamore 
Avenue, Merion Station, Pa Mrs. Beulah 
Fahrendorf, Chateau LaFayette, Scarsdale 
New York: Dorothy S. Johnson, Ro l 
Putnam alley, New York Kimber 
Hills Fz 3 1608 Walnut 
Philadelphia : Mabel P 
Walnut Street, Philadelphia, 
Acton, Surviving Trustee U 
> A. Musselman, Dec’d, « ..F 
2318 Packard Bidg Philadelphia 
Pa Beneficiaries Mary M. Acton and 
David Acton; J. Howard Pew, 1608 Wal- 
nut Street, Philadelphia, Pa J. N. Pew 
Jr.. 1608 Walnut Street, Philadelphia, Pa 
Mary Ethel Pew, 1608 Walnut Stree 
Philadelphia, Pa.; Alberta C. Sly, 415 
52nd Street, New York 22, New 
Alberta C. Sly, Executrix U/W 
erick S. Sly, Dec'’d, 415 East 
New York, New York, Beneficiaries 
bert C. Sly, Alberta C. Sly, and John FE 
Sly Soleil Farms Im 16098 Walnut 
Street, Philadelphia, Pa Charlotte M 
ine 160 E. 48tl ; . New York 
, Steere & C par ‘ » Girard 
Exchange an Philadelphia 


he known bondholders 
other security holders 

holding 1 per cent or more 

of bonds, mortgages 


are If there are none 


4. Paragraphs 2 and include r 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela 
tion, the name of the person or corpora 
tion for whom such trustee is acting al 

statement two paragraphs 
the affiz ull knowledge and bh 
ances and conditions 
stockholders and security 
not appear upon the books 
ompany as trustees hold stock 
r a capacity other thar 


a bona fide owner 


urities 


The average number of copies of 
each issue of this publication sold or dis 
tributed, through the mails or otherwise 
to paid subscribers during the 12 months 
preceding the date shown above 
(This information is required by 
of June 11, 1960, to be included 
Statements regardless of frequency 

sue.) 21.106 


EVERIT B. TERHUNE, JR 


Publisher 


to and subscribed before me this 
day of September, 1960 


JAMES A. MIADES 
(My commission expires June 11, 1962 
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Classified and Want Ads 











DISPLAY 


SHOE REFINISHING 








Cameron Company Displays 
500 Echo Lane, Glenview, Illinois 
New and originals in plastics and displays 
CHICAGO—CONRAD HILTON 9IIA 
DALLAS—ADOLPHUS 
Let us re-do your windows 
Send for one of our experts 


JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR. 


SHOE REFINISHING 


A-|, Like New—75¢ pr. ANY QUANTITY— 
GUARANTEED WORK. Over 40 yrs. service 
to the Trode 

Contect 


APEX SHOE SERVICE 
S.W. Cor. 4th & Market Sts., Philadelphia 6, Pa. 
MA 7-3895 














SIDELINE SALESMEN WTD. 








XMAS & SALE SIGNS 


*““DAY-GLO" 


PRICE TAGS 


Unit Controls, 
“"Speciol Orders"’ Book 


MERCHANTS SERVICE 


407 S. Dearborn St.. Chieage 5 


Sample 


FREE 

















FOR SALE 





FAMILY SHOE STORE. SEMICANCEI 
ATION OPERATION. VOLUME over 1¢ 
tent ‘ c Most prosper - . 
uthern Mass. G 
Reply ¢ Box 
“ORDER hestnut & 
hia 39, Penr 





SALE SUNNY CALIFORNIA 
SHOE Scns AND REPAIR 
‘ Bo siness wd health climate 

R 


FAMILY SHOE STOR! 
Retiris I 


_SHOP Reasos 





BUSINESS OPPORTUNITY 





\DING FAMILY SHOE STORE FOR 
fair corner Moderr Front Sim 


Avenue at 





SALESMEN WANTED 





LE EDMONDS, MANUFACTURER 
LN’S HIGH {GRADE SHOES, has a: 
e j r roa jualified representa 
territory Repli es kept 
present and 

' omplete ex 

data ir terviews will b 
Chicago National Shoe 


Linn, Aller Edmonds, Bel- 


SALESMEN WANTED FOR QUALITY 
LINE OF BOWLING AND GOLF SHOES 
Excellent side line. Please write giving de 
tails and territory covered, etc. Repiy to Box 
790, Boor anp Suoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Peisna 


214 





OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











SIDELINE MAN WANTED INSTOCK 
LINE OF popular priced work shoes and boots; 
Michigan, lowa, Illinois; hav some business 
established Wher territorie ar able ttra 
tive commiuissior Ur 
ygan, Wiscor 


r Shoe Mfe. She 
The Columbia Line 


WELL KNOWN MANUFACTURER 
INFANTS’, CHILD'S AND MISSES 

1 popular rice ficki Ss expanding ts ims 
rogram. Sum hoice territories 


adeiphi 


WANTED SIDELINE SALESMAN FOR 
FAST GROWING A OF n-stock men’s 


Chicago, 


BEAUTIFULLY STYLED MEN'S QUAI 
TY FLANNEL SHOE BAGS, Pricea f 
; way t resale Shoe Mate f Calif 


w ath Street, Oaklar 





SALESMEN WANTED 





REPRESENTATIVES WANTED 
SELL RAPIDLY Gaw ane LI INE f wh 


n irses’ oxt 


liberal comm 
give m 
presently carried 
» Box 774, Boor, 


S6th Streets. Phi 


EXPERIENCED REPRESENTATIVE 
WITH ESTABLISHED TRADE to sell fas 
growing line of in-stock juver 

ion. Territory Ohio, " 

nd Western Pennsylvania 
and Snowe Recorper, es 
s, we a 39, Penna 


SALESMAN WANTED for quality Line 


f Infants’, Children’s and Misses’ Cement and 
Pre-Welt Shoes. Reply to Box 741, Boor ano 
Snore Recorper, Chestnut & Séth Strec ts, Phila 
delphia 39, Penna 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 
Classified Advertising 
Is payable in advance 











MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name 
Company 
City 
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EDGERTONS 
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SHOES FOR MEN 


iM 


Canada ar 


EDGERTON DIVISION «+ NUNN-BUSH SHOE COMPANY « MILWAUKEE 1, WISCONSIN 





IN THE LONG RUN, 
QUALITY ALWAYS WINS 


The man 
Stride Rite 
store that fit 
store image, 
business, profits 1 
inderstand 
Stride Rit 
f good leathe 
of every sho 
irs. We 
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